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ABENSON 


“Compelling Place to Shop, Compelling Place to Work, Compelling Place” 


TIT] 


THE MARKE! 
Household appliances sndeleewoncs ove become sva 
ptt of the Filipino home. From the tele 
rater lien he ene of he reom tothe dresset 
op refrigerator in the kitchen, Filipinos can help but 


ow they ove their appliances: 

This fct extends to all repens of the market, be it 
a SL-inch plas display panel ar a monochrome set, 
mies converge every evening t watch their favorite 


progama. 


ACHIEVEMENTS 

Abenson changed the fece ofie appliance retai indus 
When st challenged the norm by shying away for ths 
common appliance markets in the downtown ares of 
Binondo. Abenson established jts first branch inside a 
supermarket in he newly commercialized area of San 


Jen The firu Aberson out succeeded in csab hing 
elf in he Beats nd minds of te muet, by having. 
the widest auortment and the most competitive prices, 
thes Appiiance Sapermarkztng was tom. 

Today, with more than 30 years ef experience in 
providing customer satisfaction, Abenson comfortably 
leads the pince waars 

The company costae to et induit standards by 
providing a conven to shop and suponor 
customer service, which are all ait hat Abersca nll 


xo foc 

y epanking appliance manutactrrs at pane 
rather supplier Abenn hi boen cnn ere peer 
appliance dealer by many of its major sapere. With 
‘hi, Abenson has bern recogred with cumeroas Top 
Dealer Anvarda piven by the various manufacturers and 


Ae 


yes thst the “ultimate gol of 


enhance the qii of life of the 


voks proudly at Abenson a a company that maintas 
leadership Ibrough entrepreneurship and profesional 
management, 


THE PRODUCT 

 Nboenson was the first company in the Philippines to amy 
such à wide range of products under one roo. Each 
Abenson store isa feast for the senses, Look atthe widest 
section of TV sets, DVD players. digital video cameras 
and VCRS Listen io the variety of HI-Fi components and 
Westyle systems, then sing along with the range of 
karaoke. Enoy the cool breeze with the wide array of. 
sincontitioners and marvel atthe choice of refrigerator. 
‘ooking ranges and microwave ovens. Relat as you 
browse through the extensive norment of convenience 
items then unwind with the complete lice of home 
furnshing, 


RECENT DEVELOPMENTS 
Abenson continues to be an ivan in the appliance 
ndusty as i aims to become à work eas Filipino 
rete. Aside from expanding ls nete of tores in 
Metro Marita, Abenson has exahlidhed itself as the 
lending appliance network in be Cavite, Laguna and 
Batanga rea, ond soon in the Visayas and Mindanao 
repom 

As speedy gained ground, Abenson induced 
ler innovate products such as the AWARD scheme 
(Abenson Warranty Deal) which extends the 


sansfsctoes waranty to 2 
(hee or five years as well at 
the SMART. Deol 
(Small Appliance 
Replacement Deal) 
‘trough a patnertp 
with AIG, in whieh 
any faulty small 
‘appliances will be 
replaced smmedatety wih 
a brand new one. To provide 
the greatest vanety of payment 
‘options, Abenson has introduced 
any Insillment”,» payment scheme 

at complements credit card and cash 
inments. The company has ako been ying u p 
sh Finacial iuveni and the manufactures in sting 
up exhibitions which offer financing irerest free 
Sancing 

‘The Abenson website (hap: wwwabenson corn) the 
fics vetusto offer online shopping m the nds ia 
fai pce for comsrsers o browse for product sad 
features before Dey purchase goods online 
ienevertiai Ahenicn cule 

With the addition of so Abenson store at 
wae yayata com. Abenson i conem o grow 
even on the Internet. The Abenson Value Cardis the Fist 
and imate points program for appliance buyers Every 
purchase wi result im reward points, which can be 
exchanged for great 
pres The cardholder 
discounts and perks 
from affiliated 
establishments by 
epa 


alse 


PROMOTION 
Abenson continues 10 
promote is brands and 
sere asit grows Wh 
3 305-day marketing 
alent, ib company 
Das something store 
for the customer cock 
aoi every day of the 
ye. — Abemon 
advertises in every 
major dally, and it 
makes sure that it 
intenti aoc 
smarting campaigns 
‘On Abenson’ 30° 
birthday, the annual 
ameivenary rae has 
become even bigger 
das ces with over 3 
milion Pesos of prizes 
to give away. The 
Abenson Appliance 
Quest is one of the 
bigas appliance firs 
in the county, with 
exhbisin every aor 
shopping cester. where 
guscns are treated with, 


(4 terest on avalimcnt and prmum items that are 
purchased The Abenson Noche Bena Package stating 
cach November, olera the festive season by ging 
say a frec Christmas package with every archa. 

With every decision made and every slep taken by 
Abenson, the consumer is slays the reason and the 
inspiration. That i why Abeson is known as the “igs 
appliance newark hat CARES” 

‘Convenience To provide customers withthe most 
convenient locations, Abenson bas over 40 outlets 
sation de and an online soe 

Assortment of quality products Abenson is 
‘commited to costis introduce innovative products 
Jo the customer, thereby helping them 10 enjoy a 
pleasurable experience at home and inthe office. 
suppor by firu las afer sales service Right ric. 
Abenson constansly echo foe more epaable suppliers 
"o emble er to be able to corsi decem the cost 
and pans the raving omno the customer 

Elective poop: In tem of employees, iis wu 
rres Abenson it edge Knowing that its people are 
among ns greatest asseta, the company commited w 
their coining development, in the form of waning 
program and the ke. 

‘Service: Abenson is commitd to provide the best 
service in order vo achieve "bal customer satisfaction” 


THINGS YOU DIDN'T KNOW ABOUT 


ABENSON 


‘= The first branch in Unimart, Greenhils, had only 
fe employees. 


‘+ This year, in its 30^ year, Abenson were awarded 
“Dealer of the Year" by SONY, CARRIER, SHARP, 
NATIONAL PANASONIC, SANYO, LG AND PIONEER, 
‘among many others. 


* Abensonis the only Appliance Chain to be included 
in the prestigious Bankard Hal of Fame, 


* Abenson has further expanded its category to offer 
uriture under the HOMEPLUS Brand. 


* Abenson has been featured in numerous 
publications such as "Marketing Excellence in Good 
Times and Bad”, and "A Walk in Ten Thousand 
Mies". 
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THE MARKET 
Vodka probably ihe most popular spari words and 
ABSOLUT one ofthe largest sling brands in the wold 
Vs relative mutt of Navar enables itt be the perfect 
base for cocktails and mixed drink Vodka cin be made 
from any fermentable agricultural products it ws made 
and marketed m virtually every counu in the wor 

In sprte of his competition a the marks, sey has 
shown hst wherever ABSOLUT is inedced becomes 
a arket leader in a very short period This has happened 
here in the Philippines. ABSOLUT is by far he largest 
seiling bran and the prefere priam va an ever 
increasing market. ABSOLUT is dinbu by Prenier 
Wine an Spes, who are also responsabi for mroducing 
and propelling oer popular products clang fellow 
Supertnand, Chivas Regal Certainly marking experti. 
ia a mejor cenriutor to ths fact However, advertising 
‘eam oy encourage people ve ty the predict, its the 
‘quaity and taste that keep people asking for ABSOLUT 
by name 


ACHIEVEMENTS 

ABSOLUT VODKA major aehiavement is hat this one- 
douce product, made in Sweden in à solitary location. 
hat, over the pont few years, achieved the diincton of 
being consistently in the top ten list of spin cales 
otii 


HISTORY 
In 1579, Lars hon Soh, already known asthe “King 
‘of Vodka, introduced a new kind of vodka called 
“Absolut Rent Brann” (Absolutely Pure Vodka) 
produces using a new distillation method. The method 
was called continuos dtl, ardt eal wed to this 
hy, Lite did Lars Olsson Seth know then that be had 
introduced what, exactly» century tater, would become 
ABSOLUT - today the third largest premium spirit 
woe 

“The introduction his vob started a fumous ade 
worin Stockholm. At that tine, a few ices within 
the city itself monopolized the vodka market in 
Stockholm Lars Olsson Smith was ot a man to be ied 
with He had been a successful businessman since We 
age of 10 and by the time he was 14 he cooled one 
‘id ofa vodka sales in Soden Fo break the monopoly 
cad o sell his new Absolut Rent Bravin, he ese to 
porche a prot from the group and insted opened a 
Vodka store next 16 is distillery on the island of 
Remeriolne, ust outside of the city. tn, for the ame 
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n wersbble marketing state, be provided & fe 
“ule bost to te sland and ths proved a preat succi. 

The radar escalated, shots even were fed, but 
Smith responded by pushing his sales nio southern 
‘Sweden, the very heart of vodha production. A! the end 
ofthe 1870, more tan hif of al alebol in Sweden 
Was produced in the Skane region in the suthem part of 
the county 

‘Once agan Lari Olsson South went on the offensive 
‘aking oer a amber of dairies i herein wil 
sacking exiting deibuton channel that were sling 
athe considera be fenor products. He even ese 
abor umons to boyco exi cates seiling Kw quahty 
prods Tema e end of the century Semi tc 
1o expor bis spre wi ret sucess, making him one 
ofthe riches men in be country, a fortune he wou se. 
regain and lase again. When he died in 1913, be was 
peres leaning behind bam thing but debes, angry 
Jones ad issart 

The product Adolat Rent Brann survived and was 
taken on by VS Vin & Spit AB. but it was not uil 
Be appoinment of Lars Lindari i he 1970% did 
(ise 10 its coment prominence. Lindmark first set about 


modernizing the respected old company: 
Smiths technology of continuous dition 
wan retained, bu this tme using modem 
eppen 

inda thon et abou punting together 
à team 10 better position ABSOLUT in the 
misket with the US being Uhe prime target, aa 
consumes more than 60% ofall vodka 
reduced in the western world Fully owing 
thatthe product was already excel 
Packaging became the first concern. Many 
Meas were explored and rejected 

Jt was ot until advertising man Qumar. 
"rosas, while locking through an antique 
‘hop in Stockh, stumbled upon sae old 
‘Swedichmede bots tha the problenm was 
m" 

Nod i he 16th and Ih entries had 
been marketed as medicine, sold in 
pharmacies with chims to solve eveything 
rom cole to plague The botes in which it 
was sold were imple but elegan reflecting 
‘the entre of Sweden. American mang 
‘experts were dubious regarding he meris of 
sch umple and elegant packaging Iwas one 
sul company thst believed ABSOLUT to be 
ue wierithastrsed out to be. Carillon Importers Lid. 
bases ia Manhattan accepted tbe challenge 

A Singer, who owned the company, had only owe 
salesman, Michael Roux, who, in ter years as Carillon 
grew with the success of ABSOLUT was o become 
president and the driving force behind the products 
succes The small refinement in design of extending the 
neck a inie, andthe package was perfect The selection 
of simple boc leri with he image of Lars Olson 
‘Smit setin a raised medallion perfect rounded off the 
resentation 

{nthe first year of marketing i the US, only 10,000 
inet cates of ABSOLUT were sold. By 1982, 
ABSOLUT had pasted the sales of major Finnish 
‘ompestot who had entered the mask ten years earher 
o 1985, the biggest Rusian compete was overtaken, 
making ABSOLUT the leading imported vodka in the 
US. The same year, just six short years afler the first sales 
1m Boston, ABSOLUT made its way into the ryp 100 most 
soldsgitsia tbe word Since 1994, ABSOLUT has boen 
ranked among the top 10 iatestona premium spirits 
brass In the mi0's ABSOLUT was introduced in 
osos European, Asian and Pacific countries. 


THE PRODUCT 
ABSOLUT is without doubt, ene of he finest vodka in 
the word ody, made using only t 


Foe meres 
combined with technology and conto! few others can 
math. Vodka ean, and is, made for gat vant of. 


gnculurl products ABSOLUT only ever made 


Wheat. Not jst any went, bu wie wheat, gro 
the feds 
and subject siningent quality controls 


southern Swedes adjacent to th stile 


This wheat, which ir sown in late Autumn 
germicates and then tays dormant below the frosted and 


‘snow covered surf 


e throughout winter, before 
beginning vigorous grow in the sping. i considere 
10 be the finest ingredient for ib making of premium 
vodka. Thin when produces a ran that has very high 
such o poten ei, and stanch ts easels ting 

qualis 
The when is ground and med with water fom our 
‘own deep well. The water itself has undergone 
pirfciton wa remane desi ements A1 this poi 
ABSOLUT does nor 


rect this, bot ts own tique continuous dti 


proces. Here the spirit u continously dni 
hundreds of en Each 


than before, umi the ening 96% alcoho by volame 


aed an eril low impari level is reached The secret 
proces allows the taste of the wheat 1o be rtined 


Thespiit is 
o ensure the final ABSOLUT has a 40% 
cohol content nd ofthe exclen vote our tomen 
expt ne after ie, ABSOLUT VODKA is ilie 


in the marker place in many different flavors 


Jen down with reed peng woer 


ABSOLUT iy (00% dedicata o what cal “Pi 


Evolution” The newest mille flavor on he market 
'ABSOLUT MANDRIN whic took he company seven 


years to develop t hir desired standardi. 


RECENT DEVELOPMENTS 
There are some ABSOLUT lom 
drik 


hat enjoy an iee cot 
the rocks, Other ABSOLUT lover prefer it 


sed with avons such a fni water or coge. Su 


absolutvodka.com 


more ABSOLUT bers oy the comply of the many 
cociass that have bera sented using this versatile 

ABSOLUT, however, 
aco acs uho would appreciate 


ognized thot there were 
thar wou low them be fi pact of e pit, yer 
ih an appreciated flavor. ABSOLUT 
developed four favored vanes that have proved to be 
immensely popular wi young d od aihe 
ABSOLUT PEPPAR is aromatic, complex and 
spi Tie pepper fe 
components m the capice pepper family de froh 
en lage pepper The 


jo combination of he iy 


inreduced i 1986 

ABSOLUT CITRON i made iom sata core 
fruns Lemon n domni 
lopre a filter flavor ABSOLUT. 


TRON has 


Thus second favored v m 
ABSOLUT KURANT is made from blask cura 


a dint cous lo the gage ia rugas dask hy 


that grows on shb aup od fortin height ABSOLUT 
KURANT has tinct cha 
sn of tarnesa sd success The ert member of 
the ABSOLUT family was indoced in 1992 

ABSOLUT MANDRIN 5 de 
andis the tes addon to the ity nrdeced i 


Manion and orange we dorsum, hat othe cvs 
evr, ABSOLUT 


avons ae added to give a f 
MANDRIN hos a da 


orange, with à hint of oet, 


chert of manare and 


PROMOTION 
When it comes to advertising 
ABSOLUT. everybody woskd agree hat ABSOLUT has 


managed to merge ar, fashion, and desig 


promotion of 


m 
advertming in promoting the podact From the mil 


senes of Adnan Geoff Hayes of 


WA ad agency 
th he perfect 
mencing with ABSOLUT 


ia New York who, whi bathing, ame up 


PERFECTION, ABSO 


sévertemeon have becore 
Over 800 adveniement ha 
ABSOLUT ho 


‘tists in painting. sculpture, photography. fashion, 


been sen 


ket pede vn 

The only rule has been he famous bute must he 
iacaat ome Fora. Some campagna to 
thems, such as ABSOLUT CITIES, which shows cities 
al over the wold ia the eyes of ABSOLUT, 


Oner campaigns were for fashion designers 


Incorporating the famous ABSOLUT name. Other 
procctors include speciai designe predicts incodel 
to major magazines. ich as the designer gloves by 
Dons Karan ie 1992, designer nylons in Voge, and other 


eN reputbieputienseas 

Philippines, ABSOL 
Yorkera s prods usag ch promot efforts as 
ABSOLUT MALATE. sad ABSOLUT DO, and mos 
cently the launch of ABSOLUT MANDRI 
proved highly sicesfl as ABSOLUT Along wit he 
‘co-operation of many loc bars, thes event eld o 
Increme he overall swarene of 


BRAND VALU 


ABSOLUT is instanty recagirale, The bot, ph the 


rue in simple Jeter bas become synonymous wih 
ABSOLUT QUALITY 

The name is now so volunte, it could not be applied 
toanyihing ehe than the sper. pure vodka that s mide 
‘ts dicens acar Ahus, Sve 


ABSOLUT VODKA s symone 


simply und perfection, whieh are rams than the 


sands by in anything and everything Wunders 


THINGS YOU DIDN'T KNOW ABOUT 


ABSOLUT VODKA 


‘= it was originally proposed to modify the Swedish 
name of Absolut Rent Branvin to Absolute Pure 
Vodka for the US market. This caused legal 
problems, as the word ‘absolute’ is a common 
adjective and could not be used as a trademark, 
The word “pure” also posed a similar problem, so 
thee! was dropped, as was the word pure, ending 
with ABSOLUT VODKA, 


* n a city named Jukkasjarvi in the tar north of. 
Sweden there is a hotel buit entirely of ce. In ts 
"ar there i a five meter high ice sculpture ofthe 
ABSOLUT VODKA bat 


* takes two pounds of wheat to make one liter of 
ABSOLUT VODKA. 


* One cf ABSOLUT VODKA advertisements appeared 
as a centerfold in Playboy. The fold out picture 
showed a naked bottle, Le. no lettering. 


* The painting ot a bótéof ABSOLUT VODKA wrapped 
in red paper by Swedish-Finnish artist Yrjo 
Edelmann is so realistic that it requires touching 
up during exhibitions of it because so many viewers 
have touched to find out it the paper is real or 
painted. The first ABSOLUT ART was inspired by 
Andy Warhol in 1985 with his painting called 
ABSOLUT WARHOL, becoming the springboard for 
the many artists to follow. 


e 


ALASKA MILK CORPORATION 


THE MARKET 
Thone isan ever growing awareessin the Philppres of 
"bah the nutritional nnd hal giving benefi of mik 
Ala can proudly cum a great deal ofthe cro omards 
creating this awareness 

‘As with most countries located in the topical beh, 
the Philippines has never had dir nds 

Mil therefore nor traditional component of the 
Fino det Wien Alaska Fi commenced operators 
thy years ago, as an impor of ik products. te dy 
‘er capita consumption was substantially below 
uiton recommendations 

In these days, costs, plus lack of awareness of 
tone vale fremoney iid he market With 
She troduction by Alesha of cal croci evaporated 
condensed mista substi anhydrous rera 
‘vt ies vegetable ib, eficively lowered 
cost and expanded the market 

“Toy, mik has come an accepted and welcome 
pat of the Filipino diet, Filipinos are realizing tha tis 
‘not only health giving. but abo it astes very good 

For over wenty years, Alaska has been the market 
leader in mih produc 

{conto o aducte he Filipinas aso the vale 
Fini ing an eae part f Dedit. This ever- 
growing market ha wevitabiy aac competion, bu 
Vene can complete wit the at of guy and ve or 
money ofthe As ame. 
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ACHIEVEMENTS 

‘Aus plone mil indus c Pil pees and 
ep t lending positon by cootimally sdjsóng 1o 
shiing marke uenis 

From the ital bt eve poplar caned evaporated 
and rwecre condensa isthe ane ha npe 

The increasing popular fore powder hn been 
catered or by creasing plant spy, 

‘Naka pioneered the idactin of Ua Tread 
miko the Piippnes sing the Ter ock. The Alaska 
Fresh highly miibous mi thar as bee ted 19 
hires eror allowing along sel even 
tom temperie In pe athe venen e nil 
genis not oniy he emend vitamins, aber and 
‘ala, bu abo rch ean taste 

Forte dhet concion. Alaska produces Slim, which 
is sir fresh milk but with 98% of the fat content 
removed, 

An ever growing sumber of children have been 
encoangedto dk mill wh be wtedaction of Alaska 
Chee, chocolate favored mi 


HISTORY 
The company was ocginlly iacorpoeed in 1969 as 
Molland Milk Products, Inc ín partnership with Holland 
Canned Milk, Inr. the largest dairy cooperative in the 
Naterlands 

TJ 1972. the Company est produced “Alaska liquid 
acoed milk by substring anhydrous batería wih 
indigenous vegetable oils while maintaining a 


sottitionally comparable product at a locally more 
acceptable pice. By 1976, the Alaska band became the 
market leader, x positon 1t retains to this day 

In 1975, the Marikina Dairy Corporation owned by 
‘he Ausvalan Dairy Corporation became a shareholder 
‘nthe Company The equipment om that plan was ter 
relocated to Cebu to strengthen the business inthe 
‘rowing Visayas and Mindanao markets. 

Jn niin, in 1976 e company plonceed UHT 
_asepi packaging in the county n conjunction with Tem. 
Pak. Aline of favored milks and fruit juices was initially 
ochod 

‘As consumer preferences shifted from liquid to 
‘powered milk. the Company also expanded ino spray- 
‘eying facilities to manufacture powdered milk in 1942 
and bere feces were expanded in 1994, 

To capitalize on management synergies and 
efficiencies, the Company was merged with General 
Miling Corporation (one of he Philippines lest food 
companies) in 1988 and continued as an operating 
division for over six years, Finally, in September of 1994 
‘the division vas spun off and incorporated asthe Alaska 
‘Milk Corporation. capitalizing on the high recopnition 
ofthe Alaska brand. 

16 1097, Alaska launched Alaska Slim, the dietary 
mil and Choco, the chacota favored milk. Inadditon, 
on 1997, Alaska entered into a marketing agreement that 
allowed bem to exclusively distribute Nabisco products 
throughout he Philippines 


THE PRODUCT 
Tote majority of Filipinos, Alaska je ilk. t produce 
ne requested by name, The variety of milk produci 
offre allows ali sectors of the market to be served 
‘Alaska also markets canned ks under the Pitan 
Gir label. The most popular of tem, especially in 
the provinces, would be Alaska 
Evaporated Mik, Not only used asan 
addito bot beverages, this milk has 
become a standard ingredient of many 
Flip recipes. 

‘Alaska Sette Condensed Mile 
azo reos ite popularity as a quality 
ood-tsting product, 

The ever-increasing market for 
Alaska Powdered Filled Mik i clear 
indication that tbe product is rad by 
the pai. Historically high sales were 


your 


MILK. 


chive tast yur. At the top end ofthe mrs he UNT 
liquid ril Aske Fresh ond, for the de-consciou, 


Alaska Shave become very papular brands, wh 
Alaska Choco, with its cheerful packaging, has become 
the favorite drink of children 


RECENT DEVELOPMENTS 


Developments are not just limited to pode, The ever 


changing retailing industry demands thar efficient 
Aisribtin of products isan important as quality col 
jmd production, Alaska ed to exchaivly dirbuei 
products using the services ofa separate distributor This 
company, Alaska Trading Company. In, has now been 
absorbed, allowing total control over operations 

m 1997, Alaska had forged an agreement vit the 
iat Nabisco group. This agreement had gwen Als 
the exchoive marketing rights of Nabisco products 
iMrouphout the Philippines. Having the diriburon fully 
under its conl enabled Aluka to sek and obtain 3 
iila agreement with Quaker Outs whose products 
demand the edition of ik, 

Alaska had acquired a basketball franchise inthe 
Philippine Basketball Association way back in 1986. The 
Alaska Professional Bas 
mers of tne Centennial Championship in 1998 as w 


(ball Team were worthy 


as having its coaching taf lad the Philippine National 


Team to the 1998 Asian Gamer. In addition, the eam 

supplied thce players fr iat sde 
Alaska has long been recognized s a supper à 
healthy life style tough participation in sports. The 
company sponsors Power Camp. whch hos over 3.000 
a 


children» year allowing them to participate in 


sponsored tournaments and clinics in Bask 
Volleyball and Footbal 
Io 1998 amare of hee socal responses, Alaska 
launched “Project Smile" where the Basketball tan, 
many of which are lied by cites, visto various. 
orphanages in Metro Manila. Over 00 children nt only 
metes caving 


and highly mtritoea Alaska produc 


PROMOTION 


has always ben very conso olla bug. 
To hs end, it conducts regular mes, well planed 
camps ori podost 

Loc se 


erenaam worl ae oin 
ied. The ever-popular Sharon Cuneta was feared ins 
major capi wed 

as thir own baseball tas. 
sog Gary Valenciano was sho contracted to joi us 
campaign which entered he ep i. 
‘Axwell media campaigns, Aloka fly ies its 
basketball team to not only 
project clea nt heat age 
bat to participate in publicity 
‘outings o meet the people and 

Promete the products 
conducted in major shopping 
well om 


dcs of Ms Cuneta as wel 
Ieratieally knows 


mali as 

iens er chine 
Alia i very avare ofthe 

salable contrition mde oi 


orks closely wi them to asnast 
on peemations and play thar 
wil eahance sales 


BRAND VALUES 

Alaa has worked iong and hart 
seve brand ecopniion 

Thecorsisentateaton wo guality 


a 
sod comperare pricing bas ong been recognized by the 
buying public. They put thcir 
predicts 

‘Alaska has the image of clean and healthy living 


rust in Alaska mill 


Having a mccesol basketbal) vam of young clean-cut 
mes means that the rore “Alas is mentioned in many 
4a to-day convertion by people covering the market 
perom, 

Ifi carries the 


me Alaska people expect tobe 
wot jst ood but excelent, Alaska vever let them down, 


THINGS YOU DIDN'T KNOW ABOUT 


The main plant in San Pedro, Laguna 
Hectares of land. 


The Liquid Milk plant is capable of producing and 
‘canning 180 milion liters of milk per day. Enough. 
"ofi nearly 2,500 domestic swimming pools. 


‘= The Powdered Milk plantis capable of producing 
2,500 kg every hout. This means that one fuli day's 
‘reduction is equa o the combined weight of nearly 
£850 average adult Filipinos. 


* A television commercial ot a title boy playing 
basketball with Cisco Oliver and the catch line of 
Gating mo, mam!” was made and shawn in 1976, 
‘thrust Alaska to the number one market position. 
‘Amazingly it stil emerges in consumer research. 


ASIA BREWERY 


THE MARKET 
The Philippines beer market has been around since the 
{um ofthe entry, The Npe ber manufacturer was joined 
by Asia Brewery lc. in 198, The Filipino boer drinker, 
Who didn't have much choi on which beer brand to 
rnk was now given more possibles to select beer 
brands and types 

ABI has grown since its invdeeton in 1981 and ie 
mov on rack to pain a fih of the otal beer market 


ACHIEVEMENTS 

Asia Brewery, Ine. (ABI) came ito a market that has 
long been dominated by a monopoly. Through its 
consistent marketing thst af offering top-quality 
products at prices affordable to the mass consumer, ie 
has succeeded m braking the beer market monopoly i» 
the Philippines. 

Ji flagship beer product, Beer na Becr, has been 
amandes gold medal in the 1999 Monde Selection one 
‘ofthe wordt most grueling tesu of produet quality, on 
its nt year of parneipation in the prestigious event 


WEEN Chior 
Trap fU] 


NCORPORATED 


Absolute Distilled 
Drinking Water, ove of ABTS 
two botled water brands, is 
the rt bbl eser prodit 
ehe Phulppinestohave teen 
tested ad certified by NSP 
Irscenstona the most widely 
recognized and respected 
independent organization for 
public health safety in the 
word 
ABUS Cabuyao Plast is 
one of the biggest and most 
fully integrated plants in 
Southeast Asia Ande rom the bene be comples har 
(oct foc plas arofscureg pinte crate ran, 
sor canon and bod water peaction 
The company’s second brewery in El Salvador, 
Misamis reris was e fru be wery i he Philippinis 
obe setup in Mindanao I toast of fll computerized 
brewing nd outing hohes 
Asatstimenal i ABs 
excellent product 
y. throe leading 
íoml brewers- 
Anheuser-Busch, Inc of St 
Louis, Mimour and Sto 
Brewing Company both of. 
the U.S., and Carlsberg 
Imernational A/S of 
Copenhagen-have entered 
ito panmenag agreements 
with the company forthe 
brewing and datrbution in 
the Philippines of their 
respective beer brands: he 
world's best-selling beer 
Badweiser, Colt 45 Malt 
Liquor and Carlsberg Beer. 


thirst 


HISTORY 
Asia Brewery, lnc sprang. 
fem the vision of one man- 
is Charman, Lucio Tan-of 
» company that wouid 
provide Filpncs with beer 
prodas kat are equal if oot 
better in quality to what 
competion has to offer, but 


at prices hat everyone can afford, ABI officially started 
Mts operations wit the inauguration ofits Cabuyao Plant 
on January 27, 1982. In e same yent, the company 
introduced i first beer prodoet, Beer Hausen This was 
quickly followed by Max Premium Beer: ad in 1984, 
Mori Deer made is debut Over he nex hee vus, 
Manila Beer become the company's major source of 
growth 

Jo lue 1987, ABL entered is Fst nteratonal ta. 
‘with world-renowned brewing company Carlsberg 
Inersationa A'S of Copenhagen, Denmark Through 9 

eating agreement, ABI brewed and introduced the 

Nghi aclimed Carlsberg Bee, the brand that paved 

vy fore development of the premium sector of 
‘he lool beer market 

Another major breakthrough came in 1983 when the 
company introduced Beer Pale Pilsen, now popularly 
knwo as Beer na Beer The new brand was meant o 
challenge the market leader through ie high product 
quoliy nd strscve pricing strae. Beer na Becr 
Quickly established irf as the second biggest brand in 
‘be market 

Meanwhile, ABPs partnership with Carlsberg 
Intemational A ld in 1991 to he development of a 
rond that targeted a specific market niche-he young 
drinker. Stag Pale Pilsen easily become the preferred 
brad of mew beer drinkers viis smooth, casy-to-drink 
formalan 

As the company entered its second decade of 
operations, à inaugurated its second brewery in EI 
‘Salvador, sb 20 kilometers west of Cagayan de Oro 
City in Misamis Oriental 

‘Seeing the growth potential of the bottled water 
business, ABI decided 10 diversity it this market and 


‘opened its ted water plant in 1992. Irt entered he 
‘mineral water segment with Sumenit Natural Spring 
Water To complement Summit, the compomy quietly 
followed through with the introduction of Absolute 
Distilled Drinking Wate 

Continuing its diversification move, AB introduced 
Q Shandy in Febuary 1995-trgeted for drinkers looking 
For a bolder alternative to rhe shandy brand then in the 
‘market. Shortly hereafter, the company entered ito 
Hsec agreements with global Werwenes, tha paving 
the way for the local brewing of global bands 

‘Mn April 1995, AB introduced Colt 4$ Mah Liquor 
through apartenip wih G Heilman Brewing Company 
(pow Suohs Brewing Company, Coh S is now ove of 
ABI fats growing brands and i strongly challenging 
‘he poncer brand in the strong beer market 

To cap the companys international line-up of bees, 
Dadwcisen he King af Bers, was roused the locat 
market in December 1996 through a licensing agreement 
With Anheuser Busch af St. Louis, Missouri, USA, the 
words largest brewer Budweiser currently domates 
‘the premium sector of the market and is quickly 
evabliding telf as a mainstream brand 

Afer eighsen years of operations, ABI has grown 
to be a major player in bob beer manafacturing and 
instal packaging in the Philippines The pateris. 
it as forged with the world's most respected brewers 
underscores poston as a worktelas company whose 
roducs and services va the Best inthe wor 


PRODUCTS 
Beer wa Beer 
‘The company’s bea sting 
brand is the second biggest 
brand in the local boer market 
Introduced to challenge the 
market leader, Becr na Beer bas 
saved anche for elf among 
who are 


Col 45 Malt Liquor 

Colt 45 is being positioned 
isi Amcrcis Premium Sing: 
Bec for the young drinker who 
prefers a good-using, song. 
ect Ins marker engi comes 
"rom its distinct tute, smooth 


drinkability and on crum 


packaging. 


tive 


Carlsberg Beer. 
Canister is a full-bodied 
European boer that has become 
‘ynoaymous with high quit 
Itin appreciated by the most 
dicriminging beet drinkers 


Budweiser 

Budweiser, "The King of Beens", became an instant 
Mt among local deesse is maret imerodchon in 
December 196. tts popular brand name, interstional 
image and refreshing taste helped move thc hand w 3 
omiman position in the kcal premium beer musket 
shorty afer is inch 


‘Stag Pale Pilsen 

‘Sta Ple Penis positioned as the beer for those 
who are pust bapreung 1o dercover the many pleasures of 
drinking bec Is mouth and refreshing Navor wited 
tothe taste of the young drinker. 


THINK 


GREEN 


ISKARTENG 
INTERNATIONAL Pal 


ED ASA BREWERY 


O Shandy 

A refreshing yet non-intoxieating alternative o 
aleobolic beverages and beer, handy drinks became 
papular in he mid. Q Shandy--"The Bold One 
tod enoagh for the adventurer yet light enough for a 
perfe reheshment 


Absolute Distiled Drinking Water 

The result ofasupenoe sapor compression dilation 
process, Absolute Dis Drinking Water is the fint 
andy local ote water certified by NSF the leading 
certifying organization in the world for publie hath 
safety 


Summit Natural Spring Mater 

Somit is natural spring water further purified via 
state-of theo treatment to produce a perfec balanced 
inking wate. 


THINGS YOU DIDN'T KNOW ABOUT 


ASIA BREWERY 


* Asia Brewery pioneered the development of the 
Philippine premium beer market with the 
introduction of Carisberg Beer in 1987. 


* The company's plant in EI Salvador, Misamis 
Oriental was the first brewery to be established in 
the Mindanao region. 


* Asia Brewery isthe only beer company in the 
Philippines that succeeded in breaking the 
‘monopoly of the local beer market. 


* Asia Brewery is a member af a conglomerate of 
‘companies engaged in various businesses that 
‘include cigarettes, liquors, banking, livestock, 
hotels, trading and airlines among others. 
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BANK OF THE PHILIPPINE ISLANDS 
A tradition of leadership. 


THE MARKET 

For 150 yeas, the Bank of the 
Philippine lande has sought wo 
deliver the highest standards of 
somenence banking through the 
‘wonders of banking technology. 
The bontomline is to keep puce. 
with the fast-changing times and 
lites. 

Nowadays, the norm is to 
bring tne hank to the cient, nt the 
her way around. To do this, he 
bank ha provided an even wider 
tange of seco ponts and delivery 
hanna is customs rough 
‘ew [teret and clio phone 


‘tanking platforms, These are aho FE 
deiigotd (o werk with te EE 
‘waditiona modes of banking such EEH 
sath arch he ATM, he point EE] 
of-sale "mimah, the so 
EypresPhone te Call Cen ES 

The over growing posean 45 
of customers require the E 


availabilny of hese fein. BPL 
dase this concer by offering 
u banking public tbe righ mix of products ad services. 

BP has econfigucd the locaton and mix ofits 
bruches and ATMs. Aside from an increase in the 
‘uber ofits Express Banking Cemers (konk branches). 
the bank: positioned aditional offsite ATMs i malis, 
hospitals, supermarkets, schools, as well as son 
"rodicns locations (ie pas tons smd walkways. in 
the process, BPI has tied up 
‘Caltex, Shell. and the Mero Rall Tit 

BPI clits that travel io Southeast Asia can now 
access their accounts in any DBS ATM. The bank 
cece in ite imerconactvty ws DBS Bank te 
first regional ATM network across Southeast Asia. 

Another market that BPI has successfully tapped and 
served is that of the lateret user Through banking. 
BPI has ns newy- bunched Express Online Fey: 

Mtis the bank's Internet-based operating platform for 
ie consumers, I allows a client o access his deposit 
conus, check zecount balances and tranfer uns ses 
Ms bills and pay them, and even ppl for a mortgagor 
te loan or a credit card. 

Another internet-based facility 1s BPI Teade whieh 
enables à customer t buy and sell stocks on the 


ith 7-Eleven, Peno, 
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Plipine Stock Exchange: The corporate curomer 
sepment of te market also benefited fom the tank's 
Igrano of t Exec Lint pation in an Internet: 
based facility and enhancement of be secari acess 
sonaro 


ACHIEVEMENTS 
BP's exespnonal performance was aded by the word's 
op invasors an Finacial houses. nthe April 2001 ise 
of Finoncesia eosque. BPI was samed as oe of 
Asia's best companies. in 
incladed DPI m be tap 10 bot of ail foue categories ra ts 
annaa Asia's Best Companies survey 

Tiecstegrics are “Bes! Managed Company" "Bes. 
E Corserce Steg "n invente Relations and 
Moet Commited vo Shareholder Vue". liil be 
scala that was ako Fingon Asa nich amandes BPI 
‘he prestipions tle "Best Domestic Commerce] Bank” 
iae magazine's 2000 Century Avante in the Deconber 
2900 sue of The Asser, 2 Hong Kong-based monthly 
magazine, BPI was awarded the pesigous Asses ASN 
oras (Triple A) In The e's November 2000 issue, 
it placed BPI arang the Top 10 Banks in tbe Asian 


tame viae, Fence 


Corporate Foreign Exchange Markt 
"eis the fist time ha bank made 
it to the Asian Top 10 in any of the 
surveys conducted by any of the 
repiomal finance magazines. 


HISTORY 

Jn 1851, the bank's forerunner, El 
Banco Español Filipino de Isabel H, 
commenced operations as the 
county s fist baking stitution. 

‘The bank that inocd ced bang 
in the county by vits of a royal 
acres from the Spanish Crown, also 
became the fest bank in Sowihast 

Jo ERS, e bank issued i fien 
bank noe in the Philippine and. 
Called "pesos fu 

strong pesos” bore the portrait of 

‘the woman for whan e bank war 

named isabela 1, i 

quien of Spain. With the abdication 

Once libel Iin 1869, the ake 

ame was shoriened to EI Banco 
Español Pilipino. 

[PI aid the cornerstone of anch baking wid 
opening of the first branch in 1897, a time when the 
Poppe revolution against Spain wis raging 

That branch wasin Dojo acquired present rame 
Bank of the Philippine Islands ìn 1912 

The pioneer in Philippine banking crested a strong 
angpactamong Filipino communities when st financed the 
first wam servos, the first telephone system, te fiut 
locns pover ity and the fist steamship service in 
the country, BPI continues 10 make history as it gains 
recognition for it record-breaking performance and 
schevement in the banking dustry. 

Io 1983, BPI installed the it automated teller 
mache inthe Pipes 

1 is the innovative spirit that created the major 
breakthroughs he sane ofthe fist debit card wih 
"Be Express Payment Syste telephone banking witb the 
Express Phone, 24-hour electrode banking through the 
Express Telle, offsite barking with the Express Banking 
Centers and büs payment with the Check-Free Payment 
Facil 

“The euch ofthe DPI Cil Centerin 1997s enabet 
castors to do their banking vantactont, even apply 


he reigning 


xpress 


foc housing and auto eun, anytime and anywhere, by 
imply dialing 39-100. At the tum of the 21" century, the 
banking technology irendsen 
banking. Its openness to embrace change has led ito 
bul new Internet-based operating platforms, sach as BPI 
Express Link, DPI Express Onine, BP Express Bils, 
d BPI Trade. 

BPI inroduced a breakthrough: the opening ofthe 
county's first direct bank called BPI Diret and the 


launched Internet 


introduction of mobile banking withthe Wireless 
Applicaton Protocol technology ts recent innovanon 
was the DH Express Cash which allows a cardholder to 
shop. dene, drink and party i about 20.000 saberes 
raion 


‘THE PRODUCT 
With ts ful range of products and services, he power of 
choice m banking transactions is now at the fingertips of 
ustomeri wherever they are, bere or abroad, and 
Whenever they want t 

BPI bas evolved into a full-service banking company 
nist be stressed that there ss a conscious effort was — 
and isl being — made to preserve and build on the 
bank's vision and strategy on is products, delivery 
channels and electronic banking service. While the. 


‘eal chanet ie he branch, the ATM, he point 
‘fale (POS) terminals, the Express Prone and he Call 
(Center ein ded zong the banks cents these 
are complemented by BPT% recently bunched Item 
barking facien 

BP Trade is BPI Sceuites clie trading platform 
that e customers ho here ad abroad, to access the 
Philippine Stock Exchange wi jst one click. BPI 
‘Trade's functionalities bave been expanded 1o allow 
investors t also ide Fined income recuniic soch ax 
treasury bond fed rate treasary notes 

BPL Express Bis is the fv and mast advanced 
rece bse elcome bill presenment and payment 
toe the Philippines tows clients w oc bi 
bls and sete tese through dirt payment options 

‘The tank ignated the Enpresak platform to a 
Inset tase chrology fay and augmented ecu 
scoene contro rough imarı card techeolory 

Fxtresstok sow hes the funda anster estre which 
allows fonde o be warafered o sd from the various 
deposit accounts of the company; the payments facility 
hich enables payments to other Expres chen, and 

the payroll remitance facility 

‘which provides a fast ed cote 
efficient way to credit the 
company’s payroll accounts 

BPI enforces ts ended 
position not oniy though the 


management and trast consumer 
lending, tesurance, corporate 
finance, leasing, securities 
distribution, countryside 
banking. and apribesiness, 
among oers 


THE PHILIPPINES’ FIRST PHONE AND INTERNET BANK. 


RECENT 
DEVELOPMENTS. 

The Far East Bank merger, 
‘which tas bros together the 
combined power of two big 


‘oaks, has cataplied BP to the sine and stature of à 
regional bank The merger with the Ayala Insurance 
Holdings, referred to a “bancassuranee”", has resulted m 
he coanary’s Fiyevertegation ofa bank and a major 
insurance group 

The mergers have relied in, among oben, P400. 
iion in assets, almost P300 billion in deposits, close to 
P200 ition in oan with capital position of abou PS0 
iion. The upbeat prospects and projections appear to 
have bed otf an the bank as ist income forthe fist 
quarter of 201 posd 2. billion versus last year's P1, 1 
iion. Toa revenues (nct gross recipi us) was 21 
igher an lat yar 

Net terest income ss well as tonno income 
posed provement of 22% and 18%, respectively. The 
‘ins n ast interest income were lel due 1o wider 
‘et interest margin and the bigger asset base Yields on 
loans and investment secare: were sigrificamly benter 
ana carry-over of the higher interes ie environment 
prevailing inthe fourth quarter of ast yer. 


PROMOTION 
AN of he Bank of e Phitppne ndr! promoti are 
‘dey cound through pat, television, radio and the 


‘Adssuona publicity materials such as press releases 
published in leading newafapers and magazines ensue 
masiman infomation ditsemnanon efficiency 


BRAND VALUES 
The Spanish crest Jogo of BPI is one of the most 
recoge w hs Philippines lis not samply a reminder 
‘ofthe bank having bec cstabliuhed during the Spanish 
ra (August 1,1851, tobe exact 

M stands for the nation's symbol of banking 
encelence and stabilty. releneames nits commitment 
to service and, mos of al, tradition of leadership. 


THINGS YOU DIDN'T KNOW ABOUT 


BPI 


* BPI was the first bank in the Philippines, 
established in Manila on August 1, 1851 and 
‘orginally called E Banco Espai) Filipino de Isabel 
2, was also the first bank in Southeast Asia. 


* BPI was organized 23 years after the King of Spain, 
Ferdinand VI, issued a decree to establish a public 
bank in the Philippines. 


‘= BPI was the first bank in the Philippines, El Banco 
Español Filipino de Isabel 2, was organized as a 
limited stock company along the lines of 
contemporary state banks in Europe. 


* The Spanish Government in Madrid granted the 
bank the exclusive privilege of issuing paper. 
money in the Philippine islands. 


* The fist paper money issued by the bank was 
called pesos fuertes and originally denominated 
from 1010 200 pesos fuertes. 
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CEBUANA 


THE MARKET 
Collateral lending, or pawnbroking, 
reportedly began nar 3000 yeas ago in 
China ndis one of the earliest recorded fom. 
lending practice thas also ben found in 
the ancient histones of Grece and Rome 
Throughout history, people have relin he 
pon industry for financial help 

Queen Isabela of Spam va reponedio bave 
sawed her jewcry to finance Christopher 
Columbus! expedition to America. The 
Medicis af Val y and Lombardi Families in 
England rot he practice of lending money 
Wit a valuable iem as a guarannee of pay- 


back. an heirloom, a prieeless wnt, or 
Jewelry. This alternative form of inanes 
revolve has eared popular cost cules hough be 

e the Philippines, where lending smali and short- 
ver amount to the public ts not widely practiced by barik» 
and age eredi fens, the pawnshop or sanglaan has 
become the favored altrative aer and faster and 
as lowertanacton cost. Louns oe estende based on 
the value of the nem datis pledged for colle. By 
entering mostly o a sepment that larger Financial 
Institutions won't be able to help, pawashops hav 
become an important and legmate part of the ici 

Today, he pen industry ts a respect and ivo 
busines with more anid more players now i operation 
The industry posted rapid growth rates throughout the 
sand if this s any indication of what ean be expected 
‘nthe new millenciun, te publie is certain to reogniae 
the important ole pawnbroking will pay in the 
Pippin ceed marker 


ACHIEVEMENTS: 

There are few innovators in every feld of endeavor 
including the paws industry Cebuana ile Pawnshop 
it one such company Sines ite incorporation in 1988, 
Cebuana Lhuillier Pawnshop has been the pawnshop 
emulated by all other pawnshope. 

Jt was the fit pawnshop company to utilize the 
availability of modern technology by using a 
comprehensive computer system necessary in 
emablishing aningen contras for growth and expansion 
as woll as in providing the facts nd Figures nested to 
make wellnfemed basinets decisions ard! long-range 
plans, It isso on of the few companies ia the indy 
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CEBUANA LHUmp) 


PAWNSHOP 


sae advering and PR t enforce and strengthen s 
and and help improve the vere omage esting Uc 
ade Promotions are tkewin held pera o boost 
euvoma patronage manome 

Cetwana Lhuillier Pawnshop now has branches 
wretch from a far morth an Aparri and an far som an 
‘Zamboanga - a reflection of the company’s careful 
operational control and continued drive toward 
expansion. 

Through the yeas, Cehuama has carved out a hard- 
amed reputation as the “takbuhan ng bayan” 
pawnshop you can depend on. employing varied and 
eremie way 1o create market share 

tn 1999, Cebuana Lier Prenshop wer confer 
e New Millenaurn Busieas Facelence Award for the 
Mest Outstanding 


Excellence 
Commitee 
National 
Council. an vara give 
te companies for 
exemplary 
operations andes predict 
aaliy Sed ona general 
conser survey Ande 
trom 
achievements, Cebuana 
Lhsilier prenshop has 
‘managed fo wait its 
Business success inta a 


Amaris 
the 


em 
Cossus 


business 


these business 


LHUILLIER 


consciousness channeled through ts very ow 
PSL Foundation. The foundation grants 
scholarships for deserving children, with 
emphasis on vocation and ccc courses 
PIL Foundanion reinforces the company 
responsi to socer, and in com 
compassion, respect and giving 


To demonstrate it abiding iret in being 
a patson of orn, Cebuana Un 
‘trough ts oum professions! basketball iam 
Cebuana Lhuillier Gems of the Metropotam 
Dasketall Association (MBA), organes an 
acies efor 1o propagare w 
sport in our society especially for the yout 
Most recenti, the company was conferred 


relevance of 


[National Consumers Excelence Award for Mon 
Outstanding Pawnshop in the WHO'S WHO in the 
Philippines Awad 


HISTORY 
Henry inier, an adventarous and enterprising 
Frenchmen hu rote solo he Philippines 
De id-30 Seti it Cebu Chy, he opened his first 
powmshop i 1935. Busines prospered over the years 
end ore sbops mushroomed 
Philippe, bt second son, who inert hide ond 
business acumen, was pven the Blessing 10 expand 
business outside Cebu City. Cansequenty, Philippe 
moved to Metro Manila ang opened hie fimt pawnshop 
named "Agencia Cebuana in Libertad, Pasty Cy in 
1969. Though Philippe ws 


the one manning it, the 


shop vas sill owned by his father: Surviving the 
turbulent 70, Philippe opened four more pawnshops in 
the Metro tea Colon, Alabang. Cubas and Paradague 
A masive ezpanrion llowed and inthe 3s, more sbops 
‘routed which eventually formed the nucleus for P 1 
Lalli, Inc. (PILI). |t was during this fme Hat the 
rond Celana Lule was ode wi he operas 
ofits Mabini branch, 

Now run by the third generation, Cebuana bas 
‘ermine under clove famiy conto. The eldest son, ean 
Henri Une profesora pawnbroker and jeweler 
himself, is aho a business entrepreneur o interests in 
information leehrolopy sports and ecaion. as well ax 
property management, With bim at the helm, ably 
Supported by his faber, Ambassador Pre Lilie 
ind by a pool of management profesionala, Cebuana 
ilie fate ic the Philippine pawsbop istry 
continues 1o be igit 


THE PRODUCT 

Cebuana Lhuillier prides itself as the pawnshop with one 
ofthe highest appraisal ates in the country ensuing 
customers fi value for heir pwned terns; On the cer 
hn frasi sas ings. are or precious pre-owned tems 
and emque buying experiance mwan Cebuana customers 
shopt o loak for boram buys rom Dei poer. 
ut the Lhuillier envisioned Cebuana tobe more than 
usan average pawnshop, 

They have manage ioreventhe category through 
innovative ideas and professional busines practices By 
fern addtional vervics on 
top of is aditional) panung 
aeimines, Cebuams hopes to 
take à more proactive since 
on antepaing the evolving 
rende ot ms customers 

Tha fone has the cceasion 
to visit and aval the services of Cebuana 
Lhuillier, he will find out at 

aside from appraisal of 
Jewelry 


and 


decionicsas well as 
immediate 
facility, Cebuana 

Lhuillier 
Ld 


ao offer drei 
and international 
cash remi 

M forwarding 


polices are aiso 
meg oer in 
an indes where 
the basie product 
esee can 
provide is sot 


door neighbor can 
otter, 

araw ng compete advantage s created by cistomer 
amne stinfacion Hence, at Cebaara Line,» prest 
des of emphasis à given on personalized service and 
sound bosoess principles 


RECENT DEVELOPMENTS 


‘As te twentieth century moved into 


Lue took maor steps to malign Ceana with market 
realities Top management is currently reviewing its 
operations i order to organize the massive tast of 
reinventing the organization I hus eases its ott 
‘ain statement «d refine it rete a rev and meee 
Ayaan see tet 

taseme vahation ad ara f eure es, 
secbrolory and people ae Mew wnderaay. A fread 
‘model willbe implemented wii the cote ofa rely 
chingong environmen ekle corsumer peeterences en 
hesey competition Atthe core of the new Cebuana 
scorrere acier der cezariane shane 
9 evtl ard responsive t matt orc 

Another concrete sue detbtin of & pregrenive 
stance i ms commtinent 1o vlize the svaiabity of 
moder technology With the advent of formation 
technology and proliferation of the intemet, Cebeana 
began using the World Wide Web wo usher in am cm of 
pawabroking. In 2000, Cebusms launched e: 
etuanaae com the rests of Cebuana’s diea 
oftenga Dios pate va the tenet The website 
offer online services such as loan updates, estimate 
ppt ph other forse features abou poid and 
Jewelry as veatnen peti 

Je the nent five years Cebuana Lvl Pawmhop 
aima to minisin in domninanse is the Philippine 
parabo sator m erms of rater of branchen, fineness! 
resource, manpower ad cusomer revi. 


PROMOTION 
Ae the reinvigorated family business enters the 21st 
century the old Ini-back approach to prosbrokiag is 
‘being replaced by a mare aggressive and proactive 
markering philosophy 

Using market research findings a basis, Cebuana 
Luilierwilzes different channels for s marketing 
sommuaicaions ete kevin, rado, pt met 
‘outdoe, event sponsorshipt and publio relations, sles 
promotion ad host of other modia -a practice thats 
raven this In 1994, Cebuana Lilie lnsnched 
ste very fit television commercial ented "Karen 
Race) nhc fes Cobra be amr of hice 


by many because of its high appraisal, and fas and friendly 
serie In 2000 s" Walang Kupas” campaign was launched 
À. "Walang Kupas”, 
messing never fading, highlighied Cebuana Lhuillier 
satensive network, trusted name and image. These 
campaigns were all sstined by vrilizing other radiionn 
sed non-traditional! meria vehicles 
As a result of nbanced information technology. 
Cebuana is able t6 co 


sh a new television commer 


personalized way e.g. direct mails. Cebuana ys alto 
improving its database management 1o be able 1o gather 
relevant information and lear more about thir customer. 
needs, a crucial stop towards building an ongoing 
relationship with them 


BRAND VALUES 
Ceban Lhuillier as a rad is eymonynous with honest, 
ontegrity and Service and represents à reliable couce of 
convenit cash foun, [logo symbolizes an eve presa 
304 reliable source of funds for the pawn customer 
Tedovdusd powacrs enjoy Nigh appraisal nte, insured 
Pledges tems unmatched m the industry, fast and fnendiy 
The continous suppor and patronage af Ns customers 
Ning Cebsana Lvilrto te doorstep of new honzons w 
Venns of corporat and ucketing troc To matin is 
leadership sane, Cebuana vll contimae i commitment 
delivering pod service vid value vois customers a it 
fice new challenges for growth and new busin 
opportunities The future cll fora Cebuana Lue that 
i alive, wel, growing, and brimming with new idear to 
help people cope with life 


THINGS YOU DIDN'T KNOW ABOUT 


CEBUANA LHUILLIER PAWNSHOP 


* Cebuana Lhuilier Pawnshop is more than just an 
average pawnshop company. !! provides  varely. 
of financial services through its own affiliate 
‘companies and strategic ventures - Deposits and 
‘bank loans are provided through Cebuana Lnuilier. 
Rural Bank whereas salary and personal loans are 
extended through. 


* Cebuana Credit corporation. Afiordable non-ito 
insurance policies are likewise readily available 
through P. Lhuillier Insurance Agency (PLIA). 
Domestic and intemational money transfers, courier 
and local delivery services are made possible in 
cooperation with business partners catering to the 
same market. 


* Company President, Mr. Philippe Lhuillier, is the 
Philippines! incumbent ambassador to Waly after 
being appointed back ín 1998. 


* Cebuana Lhuilier Pawnshop owns and manages 
‘he Cebusna Lhuillier Gems, one of the hottest 
teams in the Metropolitan Basketball Assocation 
(MBA), a professional play-tor-pay league in the 
Philippines. 


= Aside from the trade name Cebuana Lhuillier 
‘Pawnshop, the company also owns and manages. 
the following pawnshops: Fast Cash, Cebu 
Pawnshop, P. Lule, Sanglaan Cebuana and La 
Cebuana. 
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THE MARKET 
n the Philippines, no celebration. e i birthday, 
anniversary or baptismal, is complete unless cech 
whisky is offered, and usually, t i» Chivas Regal. The 
fesso forti that Chivas Regal has establed iif 
as a band that Filipinos can trot The distinetive boe 


Nivea scotch whiskey that i second 10 nane The 
vae and quay is alway, consistem, js the very best 

Over the past decade, Filipinos have developed an 
Increasing appreciation of the te of genuine scotch 
wisky. 

This rend mean that they also became more 
icem as to quality d inc, Nt did not take long for 
Filipinos to relie ot the finest drinking experience 
‘was to be found inside he boe of Chivas Regat The 
smooth honeyed nchness of Chivas Regol tally satisfied 
‘hem beyond any other brand 

because of hus atenton o quality and taste thar 
Chivas Rep is trastea. s th enn that Chivas Regal 


joys an ever Increasing marker in the Philippines 
Filipinos vus Chivas Regal, sed ht trust is respected 
The proud hot of the company remains te: “Once 
yu have ated Chivas Regal no ber will fy 


ACHIEVEMENTS 
When Chivas Regal was fist introduced ino the 
Plippines, consumption of catch whiskies was smal 
ard the competion was fierce The continual grow of 
sales was achieved are by word-of-mouth about tane 
ond quality than by advertising 

Slowly Chivas Regal achieved is Superband status 
cil because te product oe was imply dhe best 
Westin taste, best in quality, best in value, and best in 
comsiency. Filipinos irast Chivas Regal and enjoy s 
favor 

This has resulted in an average annust ierease in 
sales of Sin spite of the economic diffu of the 
regon, Mt w a mater of pride that no ater how tough 
Mhe times are, Chivas Regal il s considered a cert 
lite. 


HISTORY 
‘The creation of Chivas Regal could be construed as one 
of those formate. accidents of history. When young, 
James Chivas et his home m Srshytn for Aberdeen 
m 1836 to sock work, be would sever have dreams that 
iss day hus nare would be liked to the world's finest 
scotch He obtained a job working n a grocery. one thst 
also sold wines and spins, Wohin a few years he too 
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‘over the Darcesan was radi as Stewart and Chivas 
With rro yeas he had obtained a royal warrant from 
Queen Victoria, lover of Scoih products, and was 
abet play the sign, "Purveyor of Grocery to Queen 
itor ln 1857, he was jie in he busines by bis 
brother Joha who most probably was responsible for 
layang nthe extensive ste of catch whi tht the 
establishment was to become fumous for They aho 
commenced bending hastes wth wah an evellencc 
‘ha ther epuation spread tnuvgbout the whole of te 
United Kingdom 

Such was the succes ofthe blending eperton. that 
je the 190% the Chivas bots produced the unique 
(Chivas Regal. This de-un blend was to prove an 
enormous success. and io pu tbe mame of Cina he 
forefront of buy blender 

Jo 1904, Alexander Smiths partner nthe business, 
tn aspecc tote then employees, ttd he wited the 
mime of the Chivas brothers to he ansxite with "he 
best service the best quality. in effet to become the 
equivalent ofa bailmark of excellence ht was then. is 

Theft exports of he then renowned Cora Regal 
sores in 1909 o the United States of America 
(Chics brothers ad ssonered ther ihe mbit, ne 
1 grocers, tt as whisky blender, 


Im 1949 the company became part of the 
intomationaliy own Disilers Corp Seagram Lid. a 
‘move that enabled in 195010 purchase ns own distillery 

As befit their reparation, however, this was nt 
justam ordinary mal dsr, bwt the farmou Sra 
the oldest working distillery in the Scottish highlands 
‘The mat whiskey produced thr had been the foundation 
ofthe by then famous Chivas Rega blend An enental 
omenione of ts quality and tasie 

Sici was set among the ih ol hat produce 
the esses barley that begin the process of producing. 
molt whiskey Malo had acces t sping whose water 
had been fered many times by be surrounding peut 
and therefore was purer ban pre 

Combined wih certunesold sil and knowledge, 
‘passed from father io son over generations. Stati 
doy produce» single malt whisky unsurpassed by any 
Mets therr single mat hat cosorcs the supreme quality of 
Chivas Repl. With every sip. 300 years of history slips 
verbe tongue 


THE PRODUCT 

‘Chivas Rega sindsptaly tbe world’s leading rerum. 
scotch whist Ihas been acknowledged a such for over 
100 years and wil stili be on the corning ellen. Yet 
e uniqueness of tasie can never be Achieved in any ler 
vay but by the skill f the generations of men who are 
te expert blenders 

Even in is age f gh technology, there can never 
be any machine that con bite a Master Blender, 
whose sense of smell and taste determine the precive 
varieties sd quani of boh mat and grain whiskies 
tobe blended together toohtam De umque taste of Chinas 
Regal 

‘Chivas Rega bons that t i iple blended. Every 
logreées is either malo grain whiskies that have been 
aged for at east twelve years in oak casks. Malt whisky 
1s made purely from old barley and distilled w copper 
pot li. Graun barley may be made from maize, wheat 
or other grains and, doc to continuons distilling, tends to 
be ligter, 

The blender wil) first select aged malt whiskies, 
ending them to provide the foundation of Chivas Regal 
He then sets om his range of aged grain whiskies 
‘those sible to enhance the taste of Chivas Regal, and 
ends hen together Finally, Be wil blend the rwo unt 
the ratio produces what Chief Blender Colin Scot 
descrites as a scotch that is, “smooth with honeyed 
richness, ound and full-bodied. slightly smoky with a 


tong, 


gering finish,” that s Chivas Regal: Tie eal 
a scotch unparalleled by any oiher ia the word. 


RECENT DEVELOPMENTS 
Want to have à diver date with award-winning actor 
Jeremy Irons? Or for thse with a tu for fast ears and 
‘he ultimate til a chance to most the Bevenn FI ten 
Maybe even be ike Queen Elizabeth for one day as one 
Bets a VIP visit to Windsor 

(Chivas gal is undertaking a major glotal militie: 
to celebrate 200 years since the founding of Chivas 
Brother. The core actrvity is Chivas 200, an unparalleled 
sobal omine suction, hosted by e-Bay, the world's 

nding community, 1o raise recond- 

ring amets for over 100 channe around the world 
M will offer people around the gabe the chance to ne for 
1 selection of 200 lots which represent ihe word mont 
Wanted adventus, nique experiences and its Vat 
money stone aot buy 

A few ofthe aspirational lots that already have been 
confined clude: 
* Perfor live with the Moscow State Circus 
* Say in the world’s exclusive Jules Under Sea 

Vndervoter Hotel 

+ Have a stylish wedding at Linn House, Seland 
^ Receive an original punting of Stevie Wonder by 


le 


Ronnie Wood of e Rolling Stones 

Chivas Regal wants to share the 200th year 
arem amey cehrators oe a global sea lerne people 
(he chance to bid for onee in a henee exponen, wile 
rating considere oar for major chants around 
devo 

(Chivas Regal will be pormering with some ofthe 
world smestrenowned chante cling The Rainforest 
Foundation, Make-A-Wish Foundation 
CARE Inerntcna pls many mote nationally based 
charities including the ABS-CBN Foundation in the 
Philippines. 

The “Save the La Mess Dam” project has been 
ung ostio bethe Pippin boe fca fore Chivas 
200 project. Gina Lopez, Chairman o the ABS CUN 
foundtion sys, “Bantay Kalidasan has Been dedicated 
To the preservation and protection of environment. One 


of ou special attention projects is be reforestation of 
the La Me Dam” She adds, “We ae very happy 10 be 

vosen by Chivas to be its partner in this worthy 
p 


PROMOTION 
Chivas Regis most recen advertising campaign was 
‘niles "Wes You Know™ l was lied athe younger, 
intelligent professional. providing information about 
universal truths and various 

aspects of ther ines 

The succes of Chivas Regat 
Hover hes boen firmly tused on 
the very beu fom of 
abewemen wor of moth 
People whe experience the Chinas 
Regal sensation tell others, who 
then ty it for themselves. The 
constantly growing reputation of. 
Chivas Regal is second to none 

Recognizing this factor, 
(Chivas Regal tas ben promoting 
their Aero concept. This ie 
an “invitation cal party tat is 
sage afr a selected concert or 
Bex Cae ie taken to ensure that 


ite gues lis is mot restrict to the rich a famous, bu 
to persons who might no just become Chivas Rep 
enthusiasts themselves, ba will also spread the word: 


BRAND VALUE: 

The distinstive bate and abe of Chivas Regal is now 
‘eration ecogized fo vac yor and onsen 
aus. 


The Chivas Regal name is priceless, a potential 
pachisesofscoth whisky atn copiae and trust 
i, no ust in the Philippines, but wherever they ae in 
he work 

Brands may come and brands will po, bot Chivas 
Regal has sood the test of time. We were there yesterday. 
We are here today We vill surely be ther 
Chivan Regal is a Supebrand 


THINGS YOU DIDN'T KNOW ABOUT 


CHIVAS REGAL 


* The word ‘whisky’ derives from “uisge”, and 
abbreviation of uisge beatha, Scots Gaelic for Water. 
ot Lite 


‘= The first recorded dstiling carried out in Scotland 
‘was 1494 when Friar John Corr purchased 500 kgs 
of molt to make aqua vitae. 


* The first blended whisky was presented by Andrew 
Usher in 1853. 


* Blended whisky became popular after the passing 
ofthe Spirit Act which allowed manufacture and 
blending to be undertaken in bonded warehouses. 


‘= Legally, whisky must be matured in Scotlandin oak 
casks fora minimum of three years. Chivas Regal 
only uses malt and grain whiskies that have 
‘matured fora minimum of 12 years. 


* Over 42 milion bottles of Chives Regal are sold 
every year, enough to fil twenty-one Olympic sized 
swimming poos. if 


THE MARKET 
One of he most basie, if not dhe most 
basie, of human needs is food. To ive, 
ione has lo eat. This rvs i perhaps 
anie inthe Philippine seing Where 
‘cating is acknowledged, though in jest. 
as atonal pane 

Itin this culture of constant eating 
‘that makes the food industry in the 
Philippines huge sucess. And itis this 
suu that has allowed Chowking Food 
Corporation to have grown and thrive. 
since 1985. 

Chosking wide menu of products 
is directed toward a specifie market 
dis and young professionals. This 
includes the moms and dads, jlor and 
alas, ho place a premium on a ht, 


home-cooked meal. talo covers the 
yuppies who are keen n gening value 
Tor their hard-earned money and are 
rtf for the fast service On top of 
lee, hee yet another tre Dor 
atra foodies o Chowking: is vide. 
aay of products that keeps growing 
year afer ye. 


ACHIEVEMENTS: 
The title of No. 1 Oriental Quick 
Service Restaurant Chain in the 
Philippines is a hard-ared and well 
deserved one. 

In its 16 years of operation 
Chowking has chalked up a numberof 
ists? In 1989, the company tosk ihe ™ 
‘old move oft a franchising program as a means 
1o expand its store network and extend is reach. the fnt 
in ts market segment todo so The tremendous response 
fiom entrepreneurs was a concte bcn of ow good 
am investment they considered Chowking o be Iwas 
tothe first nits segment to succesfully tap and harness 
the powerofadvetsing to creste top-of-mind awareness. 
enhances brand equity and increase sales. Likewise, 
has distinguished itself as the first and so far only 


restaurant chain in its segment to ventre sccesflly 
int the global market. In 1996, then Chowking owner 
and president Robert F Kuan received the Agora Award 
Tor Entrepreneurship from the Philippine Marketing 
Association, in recognition af his succes t steering the 
company through rough times to become the No, | 
2 


Chinese fast-food chain m the country. The mand also 
recognized the company epresine mal aes growth 
‘that averaged 62% against the industry's 12%, in 
Particulars unequaled 1994-1995 aes growth of à. 
fa well as its bold and successful foray into the 
international market As ofthe fist quarter of 2001, 
Chowking’ store count stood at 169, inchoding 3 nthe 
United States and 3 in Dabas, wih many more planned 
In the coming months and ean 


HISTORY 
Chosking was formed i 1985, a most inauspicious tine 
for anyone or anything to be bor It was a tame of great 
tei, coming as tdi on the heels of the 1983 
assassination of Ninoy Aquino, an vent that rocked the 


foundations of Philippine poltcs. It was on 
this shaky ground that Chowking was planted 
and ook ro 

The fit store was located at the Makati 
Commercial Center, an excellent locaton for 
«now stor uying to make a mame for il 
The store concept toc the bost features of 
‘0 distinct restaurant personalites — the 
Chinatown restaurants with its time-tested 
mens of freshly cooked us ean opregare 
and renonay priced des and the western 
fus food jt, wit its bright and tractive 
‘ease broery and lean imeno. and pend 
and friendly service. and fed them ino 
ae Postonng olas the beter alternative 
to the ubiquitous burger joint, Chowking 
adopted a cookcopon-order policy that in 
fet became the customer's guarane of 
t freshiy-cooked meal prepared especially 
for him. 

‘The original menu was simple and basic 
appealing to office types and young ats 
swith a preference for timo tested products 
sch as pancit canton, bibon, mami, siopao, 
momat, congee and rice-opped meas 

From its first store in Makati, the 
‘company slowly branched out other paris 
(of Metro Manila. But it weas in 1989, that its 
‘expansion plan took. root, with the opening 
ofits outlet in Meycauayan, Bulacan With 
‘hat inge move, the company signaled 
foray othe provincial market as well as the 
birth of us fecti program 

In 1995, having soured its place on the 
domesoc front, te company took i boldest 
move yet with the opening of a store in San Diego, 
California, USA. in 1997, i forged a censing agreement 
with a Filipino expatriate family for the operation of 
Chowking stores in the United States. 

The company’s global reach further widened a year 
Inter with the opening of a store in the United Arab 
Erates under amlar hoensing agreement with a UAE 
tional Today, there are 3 Chowking stores operating 
in California and 3 in the Midde East. The tum of the 
entry and the millennium marked a milestone in the 
history of Chowking. On the 1* of Janvary 2000, 
Chowking officially merged with the Jollibee Foods 
‘Corporation, thas becoming the latest member of the 
Jollibee Group. The merger ushered in a flood of changes 
io the look. image, management and operations ofthe 


company that in turn signaled the 
‘company’ sit fom fast-food to quick 


‘THE PRODUCT 
CChowking’s enhanced brand equity has 
made ita howschold rame in the country 

Building on its original menu of well 
ved Chinese staples the company has 
sinc introduced new product ines that are 
today fixtures onthe chain's menu bouts 

The most durable of Chowkingy 
product lines isthe NSP; ie, the noodles- 
siopao-siomar-pancit lne The noo soup 
roni) products, always served piping hot, 
comes in 3 flavors - be, chicken and 
wanton: siopao, also served hot, comes in 
bola-bola and asado; teamed somat has no variants 
pork and beef while pancit (chow mien) offers wo 
‘choices - canton or bihon. Standard fare m Chowking 
stoves everywhere, these ems ars available at all hour 
of day and night. 

‘One can start the day with any of four variants of 

"Aimuchov a hearty breakfast of Yang Chow rice, and 
‘ones choice of longanina, aps, sweet ham or corned bet 
with coffee or fruit ice o the side 

For lunch and dinner patrons, there's the rice-and- 
viand line that offers choice of braised beef, fried 
‘Chicken, chopsuey, apare ribs with tausi, waet and sour 
pork. or fried spring rolls lumpiang Shanghai) 

Fish lovers have not been left out, either The mens 
features the seafood ie which offers a choice of ree 
dishes  boneess bangun, fih filet with ausi, and rect 
and sour fish filet, This product lin particularly enjoys 
Wide popularity among practicing Catbobes dang Lent 
nals Fridays 

Large appetites are best serva by the bunit line. 
which offers a mini est in a plate ~ a awit of rice 
pancit canton, siomai, chicharap fish crackers, buchi and 
a choice of one main viand - fried chicken. fcd spring 
rolls or sweet & sour pork, of sott drink. 
ied tes or fruit juice thrown in. This produet line goes 
over big among customer who want a taste ofa selection 
of products in one order. 

One side dish that has become a hit among Chow king 
‘rons everywhere is Kangkong with Chinese Bagoong. 


wih a ghas 


They lone the boiled vegetables neatly arranged ie pile, 
hic goes perfectly well withthe company onn spicy 
bagoong 

The chain's desert lime is lean, bu loyal customers 
always come back for the buchi, desp-ftied balls of 
glutinous nce Filled with ft cream and cover vi 
sesame sects But the bestseller in thin department, 
especially during sumer, the Halo-halo. a nch array 
of 12 sweetened ingredients sining on a bed of shaven 
ee and topped with a scoop or tw of ic cream. This 
ione product always makes a egedfean contribution o 
‘he company's annual iles growth 

Teo new prodacts introduced and markt etd in 
Jose 2000 have bought» wid othe company 
Soy Chicken. tender chicken cooked showy ina special 
soy-fiand-berbe mace sad served with a pinger i 
and Conger, miy-favored rice soup (lig) with a 
generous serving of pork meatballs ad sprinkled with 
onion leeks To further enhance is Neer, Cong has 
een ted with another new podect tolo & pork na 
tangy soy ander do. 


RECENT DEVELOPMENTS 
The most recent event io the company's history i the 
most dramatic and puce 

In 1999 he beer part of the year was spent co 
negotiations for the merger of Chowking Food 
Corporation withthe fast-food leader, Jollihee Foods 
Corporation, a business deal that led o the formal 
takeover of Chowking by Jollibee o the 1° day of Year 
200. 

The merger ushered in à Murry of changes that 
pied he emergence of new ro takzed Chowking 

Stores very hve ren andar hen renal 
to conform to new corporate ook. Everything about a 
Chowking store is new — the facade, counter, menu 
board furniture, décor, hing, dining ware. even the 
staf uniforms! This change oes beyond the caster 
Mision. to the kitchen, where procedures and processes 
have been streamlined. Most significant is the tighter 
focus on FSC — Food. Service and Cleanliness, the 
Webood of restaurant chain ike Chowking. The FSC 
promise commits store managers and crow to serve tuy, 
ot, fsbly cooked fod with a mile in 10 nates or 
less, in a clean and cleansing stneepher. These 
‘changes and the company’ enduring cook-opon-odet 
polis, have moved Chowking a notch higher in the 
restsurot industry, from fast-food to quick service 


category 


PROMOTIO! 
Chowking hs distinguished itself as a bold 
company that sot affaid to take risks: 
This mindset is reflected in its aggressive 
marketing and promotions program 
designed to solidify its hold on the 
Philippine market and afm its position 
a the No. 1 quick service restaurant chain 

he country. 
Ie was the fs restaurant chain im its 
lass totum account the awesome power 
FTIV adverining to promote iis product 
on a national scale. It bold move to 
advenis it highly popular Halo-Halo in 
1993 has been rewarded with impressive 
sale, espocially during summer months 

1 has taunehed a numberof campaigns 
that have it the mark and wranslated ints dramatic sin 
sales for he compan. Tr-meda advertising has likewise 
created top-of-mind awareness of the company's 
products, conibued 10 the enhancement of its brand 
caput and made Chowking a household name throughout 
‘the country 

After refocusing ns target pube to adit and young 
‘professionals, the company bard the mirwaves wth 
‘one TV commercial after th other, sling a parade of 
rt ics carrying the catchy tagline, “Dit mata 
ong masarap loai 


BRAND VALUES 
Filipinos place » premiom on freshly-sooked meal 
“Bagong lan brings forth mages of seaming hot food 
umwsok aa init" — tat offers the goodness of 

mothers home cooking 

This i one of the promises fulfilled in Chowking 
sores everywhere and tacts loyal patrons ot doors 
3i garante by a cook-upon-nde policy that has et 
‘the company apart from the re 

‘One other feste that has endear Chowking to its 
‘tomes sits we selection of products to choos fram, 
‘both for fuli meals or nach, athe fact that u always 
manages to itroduce new products toit rich menu So 
extensive i the product range of he company that ii 
m 2 Chowking store 
everyday witout pting bored with its offerings, 


dy posible for one to visi 


THINGS YOU DIDN'T KNOW ABOUT 
CHOWKING 


* The Halo-halo product launch was preceded by 
extensive discussion and skepticism as it was 
‘eared it might not compliment the Chowking brand. 
But to everyone's pleasant surprise, it has become 
2 primary sales contributor particularly during 
summer. 


* When Soy Chicken was launched systemwide, he 
demand was such that the chicken inventory for 
‘an entire week was consumed in a single day. 


‘+ The Chinese calligraphy for Chowking also means 
“above the rest” 


* The orignal Hong Kong cet, who has been with 
the company since Day. si wth Choking to 
this ca. 
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THE MARKET 
The importance of the sot drink market can never be 
underestimated Not nb is it age now, but itl has 
enormous poeni 0 prow. Adults tay grew vp with 
sof inks. For them, asf drink has become a» coomon. 
form of lqudrefedment a rations ba beverage 
The some applies, o an eve larger exten, with the 
children of today, who are growing up in a oft dink 
lure and consequenti have prenter expectations from 
an increasingly sophisticated market, At press 
caibontes make up over one half of ihe sot drink marhet, 
with cola flavored carbonates accounting for a large 
portion of the carbonates sector 

Coca-cola, being a one-time colony ofthe USA. was 
introduced imo the Philipines many years ago ando 
lange extent has virtually become the nationa! beverage 
Mt is abso a very popular mier with the locally produced 
rum, which is of excellent quahty 


ACHIEVEMENTS 
Qui simpy. Coca-cola the mosi valuable and powerful 
‘wand inthe word as bome out by the wal valuation 
of the Works Top Brand Names in Fauna Review 
Cocicol vll Names in Financial Review. Coca-cola 
held an enormous 48% sare of he worldwide volt drink 
Indo In so many countries, the Coca-Cola drink is 
the market Vender, often taking second place ja the 
rankings with i the 
company’ carbonated orange Maver, How does Coca- 
Cota achieve nd maintain his position of preeminence” 
Fint and foremost, Coca-Cola is the best organized 
commercial trademark in the world today. Three 
dependent surveys conducted y Laraor Associates in 


diet formula or with Fu 


‘tem. This wategy is based on the company’s Rei 
that everyday, every simple onc ofthe 6 billion people 
ho populate this plantis going vo pet ity andthe 
un ca Coca-Cola to ensure fat availble oily 
pom 

The diction of Coca-Cola seller rund e wed 
is quite remarkable and bears testimony to the company $ 
ta provide “a pause for refreshment” at anytime, 
ayer A fine example u he father and son team, 
travelling 7000 kloetes a weak though some of the 


words toughest terrain, the Australian Outback, 19 
deliver Coca-Cola products to isolated pockets of 
ciilxtion doted throughout be wildemes Or the 73 
year old Filipino man who refuses to budge from his 
Selling post his ocal own market unii he has manage 
to sellas Joast 0 cases of Coke everyday The distributors 
are supplied by a comprehensive network of boulers 
peppered across the globe, who emare Coc 
maintains a worldwide presence, In fat, Coca-Cola's 
hot eye ithe largest mot widespread poducuon 
sod distribution eto im the world AB consequence 
Coca-Cola has been able 1o take full advantage, 
«tabling fim foothold in new and merging markets 
Today you can buy Coke from Beijing o Dei, 
Moscow to Mexico Cuy 

However, Coca-Cola has not stopped at being the 
best selling sof drink the word has ever known By vire 
oft singularly powerful brand personality, Coca-Cola 
as become a vehicle for promotion in Hs own right and 
isthe backdrop to a number of highly sucessful artistic 
acd sporting events - The Olympics included. In addition, 
Coca-Cola merchandise is widespread and fashionable. 


HISTORY 
The syrup that was to become Coca-Cola, was fint 
manufactured in 1886 n a ree legged brass pot inthe 
backyard af Dr. Jobn Syth Pemberton, a pharmacist in 
Atlanta, Georgia Dr Pemberton took his pew product to 
a local pharmacy where st was considered pood enough 
to be sold a$ cents a plans Somchow, the syrup grist 
mixed with carbonated water, resulting in à drink 
pronounced as “Delicious and Refreshing "This became 
2 popula slogans associated with Coca-Cola, the name 
dicam up by Pemberton partner Frank M. Robinson, 
Despite some mnor advertising -including the at 
shop sigas declaring “Drink Coca-Cola" - Pemberton 
never realized the potential of his creation. Before his 
desi 1888, he sold his inerest in Coca-Cola toa vised- 
up Atlants businessman Ass G. Candler, who soon 
sssumed complete conto. He finally achieved sole 
ownership in 1891. Candler was confined believer in 
the power of advertising He fervently plunged into the 
wold of massmerchandising, ensuring the Coca-Cola 
adem vas depicted on countless novelty products 
such as fans, calendars, clocks, ornate leaded glass 
handels and urm He draribured thovsnds of coupons. 
‘offering a fee glass of Coke. Colorful signs promoting 
the brand were displayed on trolley cars and in shop 
windows. His etorte were welltevwarded Just three years 


Afr the official incorporation of The Coes-Cola 
Company in 1892, Candler was prod to announce that 
Coca-Cola was now drunk “in every state and teory 
inthe United States” A major leap considering that n is 
first year on the market, had sod an average of jast nine 
drinks per ay 

Expansion was so impressive that in 1398 a new 
headquarters was housed im a large biking in Arona 
Candler naivoly described the thre storey building as 
“sufficient for all cur need for all tme te come: 
Needles to say the building was oo uma aller jst 9 
decate 

Marketing concentrated on the presing need to 

y fumous Coca- 

Cola brand- conversely. a nign ofissuccess. Advertsing 
oar ecard the siere warning "Demand 
ond Accept no situs 


anguish pale imitonsof eit 


gee 
Equa i importance o the 
‘marketing Coca-Cola however, was the question of 
iatibuvon, The ong of toy van Coca-Cola bowing 
system stems from 1894 when a local shopkeeper 
installed a bouling device a the rear of Ns nore und 
proceeded to iade crates of Coke up and down the 
Mississippi River 

The fint major bouling plan was inaugurated soo 
Mer Coca-Cola made great ures onder the guldonce 
‘of Robert Woodruff who was elected president io 1923. 
Noveritis some of the main tenets of Coca-Cola 
qiia tesatonaltus o Ine corporation iun 
D 
servi and focused on the portance of the boiled 


insisted on a bagh standard of product packaging and 


idet As a rest, boe sales soon exceed font 
‘le forthe fini tme. His eim objective wa to enne 
He take home carton concept sd the installation of the 
eil par op cocer enabled Coca-Cola o be served 
ecndinrenl olet and wits e onset of reigeron, 
obe sore in the workplace A doce oda fotum 


tias and the introduction of au 
dispemens hastened Coca-Cola brand recognition And 
wot only in the Stats. From 1926 onwards, bling 
‘operations were pened aho by Coca-Cola's orsign 
tepatmet, re-named the Coca-Cola Export Corporation 
in 1930, Coca-Cola onsured a major marketing presence 


in the Olympie Games in 1928 with troop of vendes 
‘grain it arrival on he iiematona seene. 

Abe outbreak ofthe Second World War, Coca-Cola 
vs bot in 44 countries, icludiog ame of bone 
‘counties thon considered a be e enemy. Ironically, the 
war Favored rather than hindered Coes-Cola's 
development aoa world bead Arena soir ll over 
e world demanded huge quantites of he favorite 
dinok, which 
lane of Coke. Cocr-Cola was therefore well placed vo 
eiae the opportunity for growth the post-war boom 


"rm jtoduced tbe locals to that fest 


promised Coca-Cola's post-war message contente 


strongly with the precding coi. Ht was based on 


pobal nel harmony - va effect a message for al 
Siete war, Cocs Cola kas sce inroduced 
‘ter bonded pesto the Coca-Cola and has been 


fer the consumer a wider choice m Sze and 


Myke of packaring. In the wake of agge advances 
mesamcatons dst Coc-Col has bunched 
ghlywescnfuladveruumg campum which alihough 
ying in style have never fled o relay Coca-Colas 
eenn brans vale. a1 
"Be Bresson of be Coca ols aml Coke ademas 
Mwasa sanning racema. Dy 1988 diet Coke adbecome 
the to low calorie slt a the wor 


mec 


der Cake was induced, 


THE PRODUCT 
Coca-Cola itself i a drink which needs so 
inedicion. Diet Coe ui obvious ster prc n 3 
low-calorie format. Most iteretiag, however, 6 the 
legendary werecy tat as been bai up around the 
produc formo The Cots ote has certainly ecd 
a emotional resonance with many of its longtime 
de 
change in Coke's formula in 1985. Coca-Cola duly 
regendi with he ciiadocton of dac on prial prude! 
Caffeine fie Coca- 
(Coa and Chery Coke haa been raced rco 


commer, a typed by be bac wd cry that 


ander be le "Coca Cola Classe 


RECENT DEVELOPMENTS 
Coca-Cola has expanded its worldwide share of global 
sof dk salen World eo ums cme volume just keeps 
on young. Coca-Cola Foods w the largesi manufacture 
cx önk procct ia the work Mene Mard 
as became a leading beverage dci 

e 1995, The Coca-Cola company gamed over- 
bution nthe vole reaching a pbenarnenal S93 bilhon 
By markt vs, Coc Cla wa tared the fourth largest 


of jce ond 


US bated company and the sixth lagen company 
worldwide 


PROMOTION 
Cres Col TV stherasiog campagna have proce 
ber of famous slogans and yeples ranging fom 
“Things go beter with Coke” (1961), “H's the real hig” 
(1942 1909) "Coke h" (192, "Cur 

beat tbe feeling” tbe emd of he 1980s and 
the “Ahwaya campaign iwmodecnd in 1993. 
Redo s television have provided Coca 
Cola with ends valuable opportunities 
spread the Coco Cola thome 

Coc» Cola sponsors majo events and 
PMSITV programs. The Coca-Cola 
rsdereskesscclly enprtst canke 
ah, hayki piian sip 
pontoons mbete he on biles boi 
or T-shirt. Coca-Cola has always been 


quality packaging The 
sexy curves of he Coke bot have been adrei mee 
‘he metro 1916 when the contoured bouos eae 
he seit sided design, thereby ditgueling Coke 
fron ts compter 

Ackoowiodgng its importo tothe hentape und 

xy of he beam. th tote 

sanded piston as tae mark by he US Paie 
Office in 1977, an bonor 


ape was vertly 


beslowed upon only» hut 
wf packaged product at ha time. And ih so. i 
‘would oem. Coca-Cola's om 

consumer preference for he contour bottle oppose 


search hos uncovered a 


to stcnghided variety, by a mangin ef 54e. (The 


anon signature Norish of "Coco Cal" was regters 
in 1893, and the shot and secet “Coke” 1945) 
Fellow a chang m legislation, in 1993, de amo. 


somtour bote besame the first 3D depiction o 
"rode to be regitered in he Uk. 


(vene the Coca-Cola Commpimy never rts is 


laurels even hough n many ways Coce.Cola hardly 


eats promoting - i is every hee t ye 


BRAND VALUES 
ln many waya Co Cols ond vac are ence 
jt making messages. Slogans Ne, "rs e rel 


Ding. And “Coke i" aite perfect he core 


mo of Coca-Cola 


ie, Vy gemein arche. Coke i 


portrayed ssa life-giving force. Not only doss it quench 


You ht bul reperies maps, will yh n 
vitality, And Coke i ab a global Toce, extending 
armory of purane oa bevrionen typi y he 
[^ 


171 television advertisement which brought 
gelbe chlérenof various atoaationto sng “like 
ta buy the wolk a Cake Coct-Cola has n frontiers. 


THINGS YOU DIDN'T KNOW ABOUT 


COCA COLA 


* in 1941, when the United States entered the 
Second World War, Coca-Cola's president Robert 
Woodrutt ordered "that every man in uniform get 
a botte of Coca-Cola for 5 cents, wherever he is 
‘and whatever It coste the company” 


* During the Second World War, in 1943, General 
Duigh Eisenhower urgently telegrammed Coca- 
Cola from his headquarters in North Africa 
requesting an instant shipment o three milion 
bottes of Coke as well as materials and equipment 
for ten botbing plants. Throughout the war more 
than five milion bottles of Cake were consumed 
by American soldiers, not forgetting the countless 
‘servings dispensed through mobile, self-contained 
uits in war-torn areas. 


THE MARKET 
Southeast Asia Fond, Ine (SAFI) manufactures and 
market Datu Pui Vicgar, the number one vinegar 
rond in the Philippines, Asa reed brand by Filipinos 
Tor over twenty five years, Dato Puti Vinegar i 
synonymous to quality amd supena dcin sore 

Dot Puti s enjoyed lendenbip in the vinegar 
business for years ond itil prong analyte 
category. Further growth fr the brand will be realized 
nce it entered the soy suce business in 1996 ond be: 
fence business in 1999. To dite, Daru Pal Soy Se 
has gown crn posing aserows threat o long- 
time player, Silver Swan Soy Soe. A the same ine, 
Dota Pt Fish Sce os gained a share ofthe market 
became a major player he fish exce market 

Datu Puti Vinegar, Soy Sruce and Fish Sauce are 
exported particularly in the US, Europe. Middle Fast 
cd other comics in the Pacific Rum. 


ACHIEVEMENTS 

Data Pul has ket ts umber oe posto iie vinegar 
category for more lan 25 years Sine i wan rodacot 
in he market in 1075 by the Reyes family, the brand 
hos grown and pained the reputation as the soe and 


/ 


Para sa akin, 
Datu Puti ang 


Mega No.1" 
f) 


prolly node ine dion of sary 
Though the years. Datu Pati hos aln 
expanded to inclode soy sace and fuh soc 
bonnes portfolio. making it > friable player inthe 
qid condemcotscaicgon 


HISTORY 

Dan Pai" was a chaser creed by Mr Herman Reyes 
He cave hage poeta in he branded vingar busines 
offering Dan Put Vega wich te mode the dito 
on mang paonbong It won actually Hernan's mother 
‘sho had ths traioms vinegar babies a» the 
main source of income Tai (hey pas away when 


they were lil young. leaving tei mother with seven 
toysio nhe areo 
to hd give jobs t 
volved im anos aperi of e urine 

Dring tee nmn Homan Reyes ond company were 
and inthe loca! condiment business. They were the int 
eho invested averting and promotions bearing 
‘nth ih famous “Masi Contest” Tha peved way to 
Dots Puts paplanty and aggresive growth. Until nw 
the “Matas tme has proven to be very festive i 
representing the saperon eho somes of Dat Pat 


Merron stand the eon m 


Mother who creta became 


Vinegar, and cominwes to be the central thome ofthe 
brsnd'ssdvetiong a consumer promotions, 
Through the years, the company underwent 
expansion though a series of mergers and sequins. 
Under te leadership of Mr Joselito D. Compos, SAFI is 
sow par of he Nutr Asin family wih other leading 
bands such as Heine, UFC, Papa, fan and Maan, 


THE PRODUCT 

Date Pus Vinegar remains to be (he best naturally 
fermented vinegar the country, as esd by ii 
amber one postion inthe markt. Is extracted fom 
ral ingredients like sugarcane, and carefully 
manufactured using modern processes to enne the 


Ingest quay vinegar Each bat is hypenially packed 
ond offers consistency, quality, as well a the best value 
for money, 

Silay, Datu Puti Soy Sauce offers an equally 
superior produet. nares independent sty condacted 
in several key cities in the country, 7 out of 10 housewives 
preferred Datu Puti Soy Sauce over other brands in terms 
of taste, color, aromu and ow 


Moreover, e bra's newest sion - Daru Puti 
Fish Sauce aso offers an excellent flavor dip tiat is 
rowing in popularity 


RECENT DEVELOPMENTS 
The mrodicton of Dat Puti Fich Sauce in 1999 was a 
major step in building e Datu Puti brand intoa superior 


Jie of liquid condiment. 


The Datu Puti brand now offers vinegar. soy sauce 
and fish soe banie condiments found in almost all 
Filipino fami skitehen In 2001, with the ongoing crisis 
and economic difcukien, affordable pouch packaging 

both for Dat Puti Vinegar and Daa Pati Soy Sauce wen 
Aeros to help households in stretching hor badge 
‘With Datu Puri Vig 


and Soy Sauce pouches, a 
housewife can purchase immediate requirements in 


smaller quantities and with a lower cash outlay, while 


PUTI. 
: 
E 


sls anre 
of the superior 
product quality 
Dat Puti has 
been knous for 


PROMOTION 
Dau Puti Vinegar 
“Mukhasim”. 
The brand's 
advertisements 
sre famous for 
their comical 
inthe consumen’ 
minds, The 
Mokhesim: 
campuigas have 
evolved though 
the years, Most 
recently, a 
modern version 
of the Malim. 


icon fated the 


tandem of Bayans 
Ashay 
Kuhol as the 
“Mukhasim 
Titim Tem. 
On the other 
hand 
promotion of 
Den 


i and 


ji Soy 
Sauce is famous 
fort 


‘most recent advertising for Datu Puti Soy Sauce i the 


Mera 


dobu Challenge" v 
Curata, endorses the pret us ber rubor 


[En 


BRAND VALUES 
Datu Pati is synonymous to quality, Each bowl of 
"p. 


by savec or ih sce conim the ho atura! 
iegsdien wh 


are carchuly manufactured nd packed 
Jt has also been found that housewives huve a wrong 
emotional bond with Datu Puti as it has beon her 
indispensable partnerin he kitchen. She has proven Dat 
Pais qul, onsen ond reliably Iugh te vean 


by coming op with pen 


ting dishes for the family 
every time. Over the years, home grown brand Datu t 
has gained the irast of Filipino households as well as 


THINGS YOU DIDN'T KNOW ABOUT 


DATU PUTI 


* Around 200,000,000 bottes of Datu Puti products are 
manufactured in a year, 


‘© Through the years, the company underwent expansion 
"rough a series of mergers and acquisitions. Under. 
the leadership of Mr. Joselito D. Campos, SAFI is now 
part of the Nutri Asia family with other leading brands 
suchas Heinz, UFC, Papa, Jufran and Matran, 


“Datu Puti” was a character created by Mr. Hernan 
Reyes. 


THE MARKET 
Ne need everyting yesterday” The kinetic energy 
ruling the Philippines’ business communities has 
ceaaputied 0 
emergency resort io a vil instr. 
DHL Philippines Corporation occupies the peice 
position of leadership in the Philippine market for 
domes wd inemationil at express service A total of 
111 branches nationwide — 40 in Metro Manila nd 71 
in provincial cas — pacadia sepe areas ofthe 
county nsus har Filipino nd Philippine companies 
m have convent acce 1o quick, secure dehvery 
The company hos an integral posito in the over-all 
network ofthe DII Worldwide Express, the leading 
iteration express (eight company Which serca 
in 2,000 brnches ia 
227 counties The S640 milion DHL Manita ub provides 
the bulk of courier service in the Asia-Pacific. This 
formidable vei, along with rapid expansion, has 
s rational 
sconomy and opening door for he Phligpmes cffe 
at plots 
Today. DHL vore produet and services ore 


voe the company a rng pillar sepporteng 


oninlly sirongthened for corporat accounts, as new 
and wrovative diebuuon stations are develope fx 
niche markets. The company's customer-focused 
approach has been inranentl i ks «ise as the most 
‘rusted ond and the bench marh ofthe Philippon air 
express mery 


ACHIEVEMENTS 

DHL Phils was ie Ah ofthe very fit DHL stations, 
‘he first iteration station ouide of the USA. and 
the it hi provided tha servio m the Philippines: 
From 1971, i has entrenched iuelf securely as an 
efficient, world-class company im the publie awareness 


Continental 


muro 
INAUGURAL 
OVERNI 

meng ee 


EE 


FLIGHT OF DHLASIA ^: - 
IIGHT SERVICE 


"s ogma! office with a mere four employee eres 
two clients has grown ioo an enormous nationwide 
network of over 1,000 highly tained, competent 
professionals 

The Manila hub is DHL Workdwide Express largest 
dos sophisticated ener Asis. The 28.000 -39 m. 
cit ate tthe Nay Aquino Insertional Aer 
iegoppet with state-of thea equpment and wireless 
systems which eve set ew indastry standards for the 
Asia-Pacific regio 

The DHL Workiwide Expres kas also the unique 
disincon of being the only air express company 1o be 
ramed "The Best Express Service" for 13 comevotive 
year atthe 1999 Asa Freight Indasry Awards also 
has been ned the “Word's Most Global Company" by 
ohul Finance magazine a 300,00-reader- 
strong monthly publication wit for top 
management of companies. Financ 
tations and governmental agencies 


HISTORY 
Since its esiablishment in 1969, DHL 
Woridwide Express has become a global 
business that employa 40.100 people, ases 
11,400 vehicles, amd esses and charters 177 
mah 

DHL Phils. was pioneered in the 
Philippines 1971 ey Rad Feliciano, now 


soepany chine, and forner charman the ate Mr Guy 
Coombs. The small Manita Office ily hand the 
sorple document courier service. Over the yen, the 
company's proven reliability and excellence in service 
Jed to fast growth and considerable expansion The 
increase of customers and personnel soon moved DHL 
o targat, custarsize fice. The presem office i located 
at the World Conter, while the busy Pascor Building at 
Paranaque, handles airport operons 

The Small Pareol Express Service was futher 
developed in 1979 to handie the thriving business 
community's shipments and oiher tems. DHL Cebu. the 
ist of many provincial stations opened i PRI to secure 
Shipments ret travelling fom Cebu to the outside 
work Cargo Express was born in 1984 to accommodate 
‘Sheele wth shipments bigger than small packages 
Ie 1985. he Personal Package Service handled packages 
or iaivdasls sending 1o relatives and friends overseas, 
1986 stared the complex computerization of DHL, a 
process that is constantly upgraded (o meet the ever 
developing dernands of the business world. 

From maialy carrying documents, DHL Phils. today 
cames everythin froen contracts wo medical supplies and 
ven aicraf engines. 


‘THE PRODUCT 
DHL Phils” services range ftom shiping important 
documents distributing components justin time" 10 3 


production linc or handling complex logistica 


assignments whether for inernational or domestic 


delivery. Vs range of distribution solutions covers 
corporate or promi neod. The Expres 
eh Service handles tems of any siae and weight 


requin coton, declaration Dict Ditibatn otters 
exponen the benc of mcrcased contol ond improved 
service without the coats of maimaining thee own 
warehousing, delivery fleets, and transportation 


‘management. The intraoral Document Service isthe 


feat and ment reliable service for documents 


service for organizations who bul mail 


iens Cano 


sts fr shipments fromm 1g. vo 


100 tons on a door-to-door or door-to-sirport bs 


ao The Delivery Service i m erg 
servo of 
Philippe cives 


Metro Manila Delivery a more 


oi. packages and freight to all mo 


sending document and poshages n capa bas 
reet. Intr-tsland Service handles heavyweight 


ents via seafreight for key cities ad destinations 


roug 


t Ihe Philippines. Finally, Jumbo Box and 
Junio Junior provide an casy and convent way of 
sending varius iens ftm (0 kg. to 26 kp. fora low 
Me word DHL 

orit of 24-houtsanday service Packages con be 
up by friendly DHL couriers. A 


‘hat fse Nat foe pricing scheme. Alo 


comenionly picke 


comer can check on his package’ pres 
ily by simply logging on to tht DHL Track and 
Tace website. af 


inthe courier indy that upd 
his package's starus every sep ofthe way 


RECENT DEVELOPMENTS 
DHL Phil mamesins its 
dary the 


weadog 
anovanon vol 


manpower rong ond prot: 
all semper systers marie 


as updat cevomcr 


Web. 


no eta 


scs vo the Word Wide 


miach down the cu 


en mamas oftheir pent 


lt arrive within seconde Customers can rick as 


many shipments as they desire, with a recommended 


asm of 30 chipments por ema for the Ensest 


Powie respome umes 
DHL new servis "Fusce Fit wili heip enable 


francea documents ike cash lors ler of red 


business day. thanks to DHL late-achedule cut-off 


y major global financial conser 

PROMOTION 

Averiong Das created an unforyensbie cher pori 

of this poblic image Ia ome of tov popular TV ads, 
rehet ot he 


Chrsicpier Columbus ends i of he 


New World — ony to find oe tat DHL has boon ahead 


otf the pubic eyo through 


services design to benefit target common It 
become a major playa 
sports The arson! DHL 


has been inne 


maor spen Dragons, reigning 


chump of the presion Metropol Ussketall 


Projet Kalinga. a charity projet for marginalized 
ailes spearheaded by th eng taal waar 
The Pilpyite Sta. Theo 


send phages 


DL Phils hasbeen the major sponsor of he Asi 


es an van, Ari aces 


onlernce for tanker eprecnting 29 coumes The 


resi exposition featured ihe industry tate the 


art prodiens, technologies, and services. Asin banks 


reme 


al awa for accomplishments reiting 
he riy and or reete comics, 
BRAND VALUES. 


DHL Phi. equals leadership — in service, suppor 


technology, ard phobal seagi The sped, pinpoint 


sccuney courtesy and cane in delivering pacha 


ays in DHL 


Journey Benefiting tom he most sephisicedea pes 
shipment technology in te world they have acces 10 
the processing. tacking, ad management of uke 


All these have propelled DIL Pits imo the top of 
the industry — and placed DHL. Worldwide in more 


mies han the United Nations 


THINGS YOU DIDN'T KNOW ABOUT 


DHI 


* DHL Worldwide Express holds offices in 227 
countries around the globe and is in more counties 
than United Nations, Coca-Cola or Marlboro. 
Cigarettes 


* DHL Worldwide Express was the only Intemational 
Courier to continue undaunted operations during the 
war-ton Kosovo and Dessert Storm conflicts. 


* DNL Worldwide Express has delivered relial 
‘materials to victims all around the world These have. 
included the victims of the 1998 Tidal wave in Papua. 
New Guinea and closer to home, victims of the 1990 
killer Quake when Mt. Pinatubo rained tons of ash. 
and mud in Central Luzon. 


* Daisey, Hilbloom and Lynn were DHL's founding 
fathers in which the company was named after back 
in 1968. The first consignments from San Francisco. 
to Hawaii were travoling shipping documents to 
‘expedite customs clearing prior to arrival of the 
vessel 


‘DHL Worldwide Express processes over 140 milion 
shipments around the globe each year and on an 
average has consignments on an aircraft every 53 
seconds, 


* Golfing champions got their groove paying at DAL 
Philippines Annual Amateur Golf Tournaments. To 
dale, these tournaments helped 7 of the Philippines. 
top go players home their skills: Frankie Minoza, 
Gerard Rosales, Jennifer Rosales, Dorothy Deasi 
Mary Grace Estuesta, Ramon Brobio and Elmer 
Salvador, 
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THE MARKET 


Epson is a world leader in the manufacturing and 


range of digi cameras and scanners emeng to the 
computers input, tois superior color printers and 
molimedis projector catering to the computer output. 
Epron products are exci today dipl revehtion 

While otlenng advanced technologies, Epson has 
always mintoned competitive prices, thas is market 
ranges rom stale othe mont demanding profesora 
corporations. 

“The succes of Epson is not just based upon its name 
for producing the finest of oobi, wserfendly 
sonent - itis because Epson genuinely cares. The 
company offers not just service, second-o-eone, but 3 
ral fd ond highly ined f Epsons customers 
appreciate this, not only remaining loyal to Epson 
produc. but also recommending Epron to thene friends 
and asocia 


‘With Epson being one of 
e more popular brande inthe 
wo it was inevitable that i 
‘would become « household 
ame inthe Philippines 

a the short period since 
then, Epio exabishod iuc 
as omc ofthe Leading printer 
soppbers Wah ihe Phipps 
sell on the oad to lancio. 
elf as a lender in the 
production of IT product, 
‘comtinval growth appears 
eet 


ACHIEVEMENTS: 
Jo 1968, Epson developed he 
Md Fst mini, he 
EPIO, incorporating 
technology that would lier be 
found in the MX-80 primer. 

Soe thas une the growth 
of products has not only been staggering bot all were 
sry Fs“ 1062 Epson rece he woe 
fis had eh computer felled the weed 
fist portable color LCD TV in 1983. The a 
1985, the fint DOS-base PC. the Memory 
Cord (SRAM) and the Plantie-package 
oscillator wer all deve 

A major chevemert was 1988 when 
porter manatatar wan fui sorted In 
1989, he feng qom fütbed scar was 
vidaced whieh following ya nese 
the barih ofthe erwvoteh page. 

Ie 1998, however, cae the major breakthrough 
‘nponting. withthe trodction ofthe Fit desktop color 
ik jet poter with 720 dp dots per inch) resoiution, 
named he Epice Silas Color Recognerng the prowing 
need for visual presentation of computer generated. 
‘information. Epsc introduced the male, lightest and 
brightest LCD. projector, the EPL-3000. The market 
eran however, was for better ad faster color pontes, 
304. Epson concentrated to bring oti 1997. desktop 
color iak jet printers with 1440 dpi resolution 

‘Troe models were offere Epson Stylus Color 600, 
Epson Stylet Color $0 a the amazing ss color photo 
quii prse be Epson Sls Phono. 

‘Sil not satisfied, jo 1998, Eps began to market a 


color printer producing # 
smallest droplet size in the 
indamey, Epson Sys Color 740 gre E 
and also the world's fiit she- 
oor inkjet printer with 1480 dpi 
revolution, the Epson Stylus 
Photo 700, and the Epson Sty us 
Photo EX 

o 1999, the world fastest olor ink jet primier, the 
Epson Sys Color 900 was introduced. Inthe year 2000, 
wit the start of he now millenium, Epson came out 
Ni 2880 dpi, the highest dpi in the industry found in 
Epson Stylus Color 680 and 880. 

Eh this year, EPSON launched true borderttee 
‘Printouts through the Epson Styles Photo 790, 890, and 
1290. Last uy, the Epson Stylos Photo B95, a Print 
Image Matching Technology-enabled primer war 
‘otrdced, 


The Print Image Matching 
Technology is touted at 
tomorrow's standard in 
‘igi photograph e 


a digital camera and ponens 
reproduce matched photographs from 
image capture to iia pet. 


sel Fahl 


HISTORY 
Epson, as à member of the Seiko Group first hegan 
making printers when it developed a pining timer for 
recording time measured by a quartz clock at the 1963 
Olympie Games in Tokyo. This printing timer was a 
‘reathvoughpeeuct 

Four years of work ona mall, higher performance 
printing ner culmination 1968 with the unveiling of 
the world's fst commercially successful miniature 
prises The EP-10) immediately won acchim in Japan 


and le United Stanes, and sales grow at 
300% anmaslhy Epson experimented with developing 
«alex minisprinters into printers suitable for use with 
compen. 

The Model ligh and compoct model roues 
i 1977, was sul of these forts. The following yer 
von released s fet dot-matrix primer, a seven 
mde aed he TP-80, whieh came so popular tat it 
ome the foundation of Epson's computer prater 
buie. 

Although mint prier technology had poined the 
was, vns not good enough if Epron were to produce. 
ull-fledged computer. 
establishment of an independent desig 
and development cente solved the 
sch for batter techootogy 

The first product using new 
technology wasthe M40, was — | 
amine suitable for use with the 
ARM personal computer, and so 
became the standard for 
computer printers 
workiwide 

Ongoing research 
lowed tne nadie 
in 1982, ofthe MP-UOK 
model, a 24-pin dot- 
matin peter that made it posible o print 

Then in 1984, Epson iodoced he 
fie high- pnt hihequibty dasy hel character pats 
The major highlight hough was o come ene year later 
when the Fist ik Jet printer was offered the market 

September 1986, the Hiooka Plan odes an 
sulomatedaseinbly line called the "ET Line” and began 
maseproducipg printers. That same year Epson 
ansounced the development of a thermal prins, and 
followed this up in 1987 with a laser prinser. These 
‘dts further solidified Epson's renown as printer 
manufacturer 

the S, Epson continued to expand operations 
overseas, setting up prodoction facilites for ports printers 
and oor associated products. This gradual expansion 
has resulted i Epsom employing over 11.000 people in 
more than 20 overseas manufacturing and 29 overseas 
sales affiliates and seven resident representative offices 
‘word, During this time, Epson's presence ie the 
Pilipocs was ctae troagh a dinhero 


Chinese chara 


chawel and lator as amarkctag arm of pian Hong Kong 
Lad. In faet, Epson has eisted in the cour for more 
than decode U was on 1998, vri by pbi demand, 
‘hat Epson was omi mcerpertd iato the Pipes 


THE PRODUCT 
Epson offers full ange of color mk et primer to sit 
cverybody s needs md pocket in creat Epson S ls 
rage, even an emr level model offers quality that will 
ise 1440 pi cupo nonnull found in higher model 
Profesiorals who sequne bees presion of color 
«an gle the Syl Color piers targeted for the Smal 
OffíesMHome Office (SOHO). 
Business printer 
tho avaible fr ove 
‘eho demand highspeed 
stow enfiong pras 
Selected 


quality 
models 
avant 


ye achieving 


ae he 
reproduction of 
phosoganis the vias Pao 
perry are able Those photo printers 
cantan fenior ins 9 prode life-like oupa 
Selected moves provide hanerree ouput to give the 
hen mandad of photo reproduction quality 
Epson outshines their competitors in the ik jet 
pratg parformance largely duco s eic Micro 
Premo Technology 
Through the years Epson has become synonymous 
Vo dox matrix primers mahy dae to ns darby and. 
high performance 
At the number one dot etatis supplier, Epron 
domns the market woridosde Epson is now m the 
process of establishing use in the color laser prater. 
arena. e Aculaser technology help businesses achive 
aem feel of pre prot ty from mgh speed 
deskop and workgroup pres to wlraversatle color 
laters With a namber of exclave leteolonis, Epio 
later printers scheve fart and high quality document 
producioo. With inkjet dot mati and laser primers. 
Epson provides total printing solution aad continues so 
be the leder in printing technology. Other prodacts 


offered are the ultra-light multimedia projector, the SLR 
‘ype eal camera and the Mahe onc pus scanner 

ater Epson’ service is seoand-to-none, ensuring 
that everybody trusts ie company to be there when 
equi, 


RECENT DEVELOPMENTS 
Aer soos of rigorous ests on a select group of color 
timer from a varity of manuserurers, the Epson Sy 
s Color 800 was selected for use aboard the Spice 
Shute Projet. 

‘Thanks im targe part to the Micro Piezo technology. 
e Epron printer was selected fe ts outstanding repro- 
ucoon capabilites and for ita reliable performance even 
ina grat free environment 

Onboard, the Epson printer printed over $00 pages 
of color documents, incuing critical instruction mano- 
ls for space repairs and experiments, whieh were trune 
mined by Mision Comro! The Epson primer performat 
so well, it has beon selected for incorporation on ftu 
space missions. 


PROMOTION 
Epson vot only uses inedia in she promotion of t 
produci but also regularly produces mowilenen for all 

Trese letters are dibued o m form customers the 
most up-to-date information such as technical 
inforvson. usage gundes and tps new products and 
upcoming marketing tes awd promovon 

Epron alo hos cempetive and atacive programs 
det i atone Ded nv 

Epson hus launched its informative, website as well 
asa toil fce mirer Froe afler ales termina are abo 
hold weekly a the Epron Square showroom loci in 
Megamoll for ser so maim the capacity of their 
omer 


BRAND VALUES 

The many yc Epron has worked hao produce high 
quil, forie products thar the public can ust has 
earned sei loyal Iri is loyalty and. rst ha hat 
sade Epon rly s Supairant 


THINGS YOU DIDN'T KNOW ABOUT 


EPSON 


* The first printer produced was EP-101, (EP for 
Electric Printer) llother products sprung from at. 
and therefore are the "sons" of EP. Thus the namo. 
EPSON was bom. 


* Epson is an Official Partner of the IAAF World 
Championship in Athletics. 


* The Philippines houses one of the biggest Epson 
factories in the world located in Lipa, Batangas. 


* The 92nd Space Shutie mission in October ot 1998 
‘saw Epson launch the World's First Color Printer 
into Space: It has been found that Epson Printers 
work so well that they have been selected as ho. 
‘nly color printers to be used on the International 
Space Station. 
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GENERAL MILLING 


TUE MARKET 
Th an dsl rcd (std bread) the Filipo tie 
for breakfast Irisso popular a tonos have hem 
Mn to we es ey trometer of maero room 
soni 

General Muling has boun on of the mao rode: 
oe our vaci for making a de val, and i has sppiod 
the bid goods markt for almos fa century The 
oli Moped f snes er rennen from 
deeds produced fom riling and General Milling 1s a 
major supplier of trese ero quit es 

"i rlinainl food manufrs are hoy users 
of soybean ol for thei branded sad dressing and 
sore Genera ing has he gt cote mdi 
fili nthe oun at supe these compan wi 
doyten oi, Food is a basie necessity the common 
pmo cannot nd wl tei on esp the 
esto provide asi food neces, GMC hasa range 
of consumable branded products suh as snacha, pustn. 
‘oftes wm cocking oib. The brands Granny Goose, Hone 
rid anat Kafe de Oro have consti ought to sty 
the ever-changing nes oo camen 


C QR F OR ATION 


The company foresees growth to be coming ftom 
‘ese consumer brands whi ams to protect potion 


Corporat, hackad up wth years of slat mamatocting 
d marketing cuperccs ame w capiure sóbruatal 
Maire shares in the aet 


ACHIEVEMENTS 

General Mig Corporate accomplunent canned 
be canines and lated 0 the mast patcptng 
um Fors magoficuring high qty milled impone 
grim foto Dor, to the Nghi agrenive fat moving 
‘consume products, he bands as bali over be yc 
ac ymboitethecongary wcormimente quii aed 

The flew Beas are top performers in the market 
somminding s ring ro 5 postion The fed brand ore 
no 1 in Visayas and Mindanao and occupies the no $ 
orto samme Soybean od miling supplies more 
than hal of the mare's requirement tommy as i 
meno he Dae mili facility cay. 

roy Goose Trilla few 
ess oft ausch int Pipe 
stsckond market the cay 80 
became thematiow's. 1 seling com. 
hips due to s state-of-the at 
Herafictonng nolo comu 
with vadtionl ways of preparing 
sum chpste sxe ground process 
{what cotin rough he years to 
dominate the com chip segment of 
the caspry meg t te 
top favorite amongst 
Joongicis and tons. 

Hore Pride Pasta upon s 
Munch in the Bs grabbed » 
mapot cherk of e pasta market 
ied became te co 2 brand inthe 
owy. H omines to be one of 
the nest known, hpqulty pasia 
brandi mnong young mothers as 
(t not oely sies thew cooking 
shims and oats, ba bo offers à 
eod moriionsl source fr their 
owing kids forties with Iron and 
Vitamins Bt, B2 & B3. Newly 
Benched Magrifco best-value pasa. 
is ashing waves in the downline 


‘utes and market tl, contribue more tha lo 
the company pasta mover. 

KDO (Kaffe de Oro) Stik is the first and ony ne 
| eof mix im a tiek pack inthe county. It has become. 
‘he brand of chaie amongst students and young urban 
‘professionals ait sais bei fast and ative liy 
med 


HISTORY 

Genera! Miling Corporation was incorporated in 195K 
‘Tae company inwoediaely commenced construction of 
3 flo mil in Lapu-lapu City, Cebu, The mill Became 
‘operative in 1961, supplying Nour throughout te Visayas 
and Mindaoo area, 

‘Soon ler production commence, expand is 
‘operations o include animal feeds, maize milling and. 
yeast producing fermentation. Italo entered agr 
beso with a lage polt am. 

During the id 10s Genera Milling established ue 
Meno Mala milling ais. and begar 1o provide lowr 
to bakers and food manufacturers, and animal feed 10 
farmers thoughout Luzon. Stil seeking areas of 
‘expansion, n the early B's General Miling introduced 
Granny Goose, wing technology for the American 
‘company. to enter the ssc od martin the Philippines 
Granny Goose Tortllos now leads in the market 
ntonde It was also in tho early B's when inrodced 
Home Pride Pasta. cooking oils und instant noodles, and 
Kafe de Oro inan coffee, 


city he move was sed 
soya oil to local manufacturers, 

AC the onset of he Asian crisis in 1997, General 
Milling began a major venructuniag, 
"le disposal of is interest in poultry and hog mig. 
Under the able leadership ofits owners, the company 
Mow surges ahead towards the new 1 
renewed comment to ts customers 


tovg eapon ity 


THE PRODUCT 
Although yeast and animad fed brand are very well 
known and accepted by professional bakers, food. 
manufacturers and farmers, General Milling gained 
Supertrand fame for its retail brands, namely Granny 
Goose Home Pride and Kafe de Oro Of these, Gray 
Gaose i the prod ht induces the mos pide im the 
company. 

 Gronny Goose ie tdem of Finely formated 
snack chips catering mainly to teenagers! snacking 
‘pleasures vd whims Toto i the trademark o the 
finest sime proud, round com chips nthe wat Using 
home developed recipes ts avaiable thee flavors. 
barbecue, cheese and the recently launched bese, 
chil. Kemet is the only cone-shaped chip in the country 
catering to upscale consumers who fancy sophisticated 
shapes and flavors, A recent adition is Biast, the first 
Hecedimenioal chip inthe markes aimed at comen. 
the aggressive and constantly chang requirements of 
Today's youth. Granny Goose brands are not jusi popular 
berane of thcir excellent taste but also Because of te 
perfect Fests guarantees thr its poekaging 

Home Pride produces o variety of superb, high-grade 


pasta. The range includes spagheni, elbow macaroni, 
salad macawi. long macaroni, cut macaron, shell 
macao aed cocer They areali fortified with iron. 
Vitamins B), 2 B3. 

Magico is the brand of choice amongst value- 
konscios consumers wo are mot willing to compromise 
quality ever price twas hunched o eater to mothers 
vio waat to provide ther ries woth the best pasta 
able st the price they can afford 

The coffee division provides a ange of both instant 
ad brewed coffe under the brand Kalf de Oro (KDO) 
and Fresh Ross, especie Growing in poplar is 
KDO Sick, a delicious Mond of colle sugar and 3 
special non-dairy creamer, packed in a unique and. 
conveiest sick pack. This has become an insat it 
among young profesional as t offers convoience and 
good tute in one package! Frescas ground cafes 
made only from supero, expertly roasted and perfec 
ground beans hat bung out he fins aroma of freshly 
‘ewe coffee. comes in hec deltgtafu ends latian, 
Freeh and Venecie Exch bend has been process to 
prime absolute eden a ve calles connousear 
requires 

All hee brands have gated solid pu acceptance 
sot ony because o u's good taste and quality but ao. 
esaase it caters to specific needs and desires of is 
area target asker ming thr he preferred brand 
among te ret 


RECENT DEVELOPMENTS 

Due to he phenomena increase in demand of Granny 
Gonse Snach fonde, General Miting Corporation rece 
naapa i ncely expanded snack prieto fly 
in Baro Ugoog, Pasig Ciny. This is to adres contimieg 
consumer demand sero ll the reporo of Ve country: 
The Rescach and Development teara «a ako cooking up 
mew products to sa ly changing 
preferences of he consumer 


afy the con 


PROMOTION 
Inahugdly compete commer mathe a brand's valar 
is a tbe mary of es advrtang and pomotcna badget 
‘White Genera) Ming Corporation fully embraces he. 
traditional way of prowoving its brand thr tien, 
TV, radio and pri, u recognizes the need for more 
efecive ways of communicating the message for cach 
brand s markens 

One good example ts Granny Goose's comsitent 
eaposore thru mascot appearances directly in the 
Frooties ofthe buefed, that, supermarkets and 
grecenes The company conducts regular appearances 


‘and prodct sampling for à more imimate and 


personalized conte! with io customers Thi has Been 
"esame tact usa by Howe Pride and KDO. Home Pride 
offen a host of programs nimed at satisfying the cooking 
pleasures and activities of its target market: young. 
smothers he ids thru “Home Pride Mother's Circle” 
It offers cooking demos with free recipes and other 
activities meam o strengthen the bond between the mom 
204 the Ki, and most especially therr bond with Home 
Prise KDO Stick has embarked ow targeted produet 
sampling programs in locations where young 
professional» congregate. such as offices, bars and 
popolar restaurants 


BRAND VALUES 
“The Snack America Loves! Big in lavor! Big in snap" 
So eres the strong American heritage of Granny Goose 
chops the anda became synonymous vo best quality 
nd gv vale in the Plnpin market Chips ta are 
se crunchy and spiood junt ight 

‘nizing sate-oftheant technology (o satisfy ihe 
snack craving noeds of local Filipinos. Generations of 
tua, eens d adus have provato love Granny Goose 
a their favorite snackfood because of is unmatched 
quality and affordable pricing. This commitment to 
aalay and affordability has made Gramy Goose one 
‘major snack brand to contend with nthe market and har 
bmi he trust and caine consumes tuve in the and 
over he years. “Home Pride Pais... hindi bonta past!” 
Not jant your ordinary psa promising al donio utl, 
a va brand that understands the deepest needs of 
young mothers and hcl os lovedones. heir children, 
eis mot only rm to the bine, but fums to t commitment 
of tenging god quality. mártious posta specialties to 
ihe Filipo homnes 

Sachets out Suck irin 
KDO Sick - the only 3 
| coffe i slok and handy 
Mick packt. So rich, so 
creamy! Freshrous offers 
the satisfying tate of 
rosei & Nendsd calls 
beans ground vo perfection 
‘hat brings out e aroma. 
foy beewod cofee 

Thick French, Ilion. 
or Vieanese or drink 
coffes the way they do! 
With Freshroast Ground 
Coffee. the taste of 
— 


THINGS YOU DIDN'T KNOW ABOUT 


GENERAL MILLING 


* General Milling is the largest non-government 
employer in Cebu. 


* General Miling's plant in Cebu is the largest flour 
mil in the Philippines. 


* General Milling's soy bean crushing plant in 
Batangas is the largest oll mill in the Philippines. 


* Granny Goose Tortilos is a registered trademark 
dor its unique round Tortila chip. 
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THE MARKET. 


Filipinos are highly sociable, well known for their 


acknowledge a one of the world's foremost users of 
{elecommunications services. Filipinos burn the 
telephone lines all he tine and regularly communicate 
even wih loved ones abroad 

lipinosarealo famous forthe pasion for tenting. 
or the sending of Short Message Service (SMS) through 
cellphones. Through Globe Telecom's network alone, a 
duly average of 35 millon text messages from its over 
3 milion Filipino subicibers is processed. This huge 
‘volume of text messages coming from the Philippines 
Mas made the country the "nhe texting capital of the 
world 


ACHIEVEMENTS: 
A ew entrant in the Philippine tlecommuncations a 
few years back, Globe Telecom rose to become a 
spected lender in the industry, having pursued an 
aggresive stance of expansion and innovation Tapping 
‘ato the lmtess potential of witless and broadband. 
Globe has positioned itself to deliver leading-edge 
{eleconmunications products and servises to the Filipino 


Glebe 
— À 
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consumer At the forefront of the dactral revolution, 
Globe has ked the industry with the intoduction ofa wide 
fange of data valo-sáded wireless services and specal 
features on the SMS, menu-diven GlobeXplore and 
‘Wireless Application Protocol (WAP) platforms of its 
Globe Handphone celular phone service. 

Globe has introduced many industry finis, such at 
becoming the fist local operator to pioneer WAP. It has 
lo become the fist operator wit fully operational 
General Packet Radio Service (GPRS) service. 

Globe alvo inttodoced the transmission of text 
messages using landline phones with ts Globelnes 1- 
900-TXT service. For its landline service, Globe has 
ontodoced offering sch as Net Expres, which provide 
subscebers automatic access the Internet, and Hotlist 
‘which offers preferential rates, Recently, Globelines has 
alto introduced a pre-paid landline service called 
Gobelins Prepaid. 

Globe Telecom also became known as the “rate 
innovator” with is introdecton of a low USAO per 
minute IDD rate and, for its Globelines service, P3.00 
per minte flat NDD rae. 

{nthe ed of data communication, Globe Telecom 
has abo launched broadband data services based on 
Digial Sutscriber Line (DSL). Gioie has icewise rolled- 
fut the xDSL Access Network to serve the data 
transmission ness of corporate cnt 

For its excellent performance, Globe has scored 
major victoris ie 2000 io terms of recognition and 
awards. Globe won the Employer ofthe Yo award from 
the Personnel Management Association of the 
Philippines. Globe was also conferred the Agora 
Marketing Company of the Year by the Philippine 
Marketing Arsociation recognition of is marketing 
leadership 

Tn the same year, Globe also recsved the Outstanding 
Cellular Service Company Award from the Consumers 
Union ofthe Philippines (CUP). In 2001 received once 
api the same ward fom the CUP and a Parangal ng 
Bayan Awari from the National Consumers Council and 
the Parangal ng Bavan Awards Foundation, 

The Public Relations Sooty of the Philippiaes in 
dition conferred Globe wit four Anvil Awards for 
2000: rwo Anvil Awads of Excellence for he company's 
The Globe Spectrum magazine and is Payatas outreach 
progran. an Anvil Award of Merit for ts GenTat program 
and an Anvil Special Award for is Y2K communication. 
campaign 


HISTORY 

Globe Telecom can trace its roots as early as 1928 with 
predecessor firm Dollaradio, a private, wireless radio 
communications station of the Robert Dollar Co. 
Dollaradio was ter incorporated in the Philippines and 
renamed in 1930 as Globe Wireless, Lid (OWL) 

The American Cable and Radio of New York in 1962, 
which owned Mackay Radio and Telegraph (MRT), 
acquired GWL fom Dollaradio. GWL, MRT and the 
Philippine Press Wireless, Inc. (PREWI) eame together 
35 one company in 1965 to form Globe-Mackay Cable 
and Radio Corp (GMCR) 

Ia 1874, GMCR so 60 percent ofits sock to Ayala 
snd Co and became he int telecoms firm to list ts shares 
in the Philippine Stock Exchange. 

 GMCR and Ciaveslla Radio System (CRS) in 1992 
merged toferm GMCR, lc, tater named Globe Telecom 
MCR, Ine., which was licensed for both domestic and 
iteration! lecomsservies. The namme Globe Telecom 
GMOCR, tn. would change further tater to simply Olobe 
‘Telecom. 

In 1993, Singapore Telecom Intemational and Ayala 
‘Corporation signed oa to a partnership to further expand 
Globe's capability to serve the increasing 


Thanks to all of you for being Glo 


«conecte. 


Glebe 


Ielcommuncations needs of a proving county 

Today, ihe growth of Globe Telecom contimues wth 
locom becorning a ful subsidiary of Globe in June 2001 
The entry of llacom into Globe gains the company the 
backing of Deutche Telekom, in a hree: way partnership 
With Singapore Telecom and Ayala Corporation: 


THE PRODUCT 
A full-service lelecommoniestions company. Globe 
provides such services as cellular phone services, 
telephone services, data serves, Internet services ond 
oben. 

For its Globe Handyphone cellular phone service, 
Globe brings a host of maovative value-added servicer 
and fears. Globe Handyphone has over 3.5 milion 
subscribers a nationwide network of over 1.400 elites, 
‘he widest teratoma roaming reach and a how of 
oovative valc-addd servicer and festus 

Through mobile e-services 


integrated under 


Fastbreaking) 


myGlobe. Globe Handyphone provides acces v local 
and itemaren] news; downloadable rg loses amt 
ces ravel information, mobile ai: mobile banking: 
mobile games, mobile vending: mobile banking. 
scheduling veces pete massage, and many other 
appixanem 

lebe aho features advanced applications in 
Globelines telephone service sach as caller ID, 
ain way cling. cil formaning. voce mousgg 
and others. Glotelines also provides Interet accens, 
amine txt esagiog and preferential rates 

Globe also has a fast-growing public telephone 
vice with its Globe Payphone. Globe Telcad, 
meanwhile, is the pre-paid card used for Globe 
Pryphones 

Globe also oes brosdhend-bsed temet service 
‘ith GlcbeNe DSL todeliverhigh apod data, voce and 
integrated services to sumene For bates fme 
ers, Globe can also offer dedicated Internet acces 
soluces that ook up ether vta leased line or ame relay 
Jo the customer” premises 

With its GlobeData service, Globe abo has a line of 
fall range networking sohtions servise using MSDDN 
(MvltServic Digital Dot Network) technology that ie 
supported by a navoneade dps! hackbone and vast 
sobal coverage. 


PROMOTION 
Globe Telecom has made owning s phone exciting 
Filipinos, in fact, siwaya look forward finding the es 
promotions, advertisements and marketing efforts of 
Globe t se what ew service or innovation they can 
acer next 

‘One ofthe most popu programe of Globe is its 
Gest progam, a membership chib for young Globe 
 Handyphone subscribers giving access to ihe botst 
partes evens, benefits and privileges 

Globe also hes s Globe Phsioum Club for ts older 
and most che Gabe Handypioe subscribers Globes 
ake has own vernon of Glebe Handyphone's Panam 
‘Cab with is Globelines Ete program. 

The always anticipated Gioberolution ıs another one 
of Globes succes ongoing promotion efforts. nevery 


obevolation, Globe teat the entr populace to huge 
discounts and incole phone packages 

M is also common for Globe o come up with even 
in introducing ti many services, fates and programs 
‘One thing thatthe public can expect in tera of 
‘promotions from Olobe ae more activtis and welcome 
sapien to come thet way 


BRAND VALUES. 

Mate Simple. With hee word, Globe Telecom chose 
Yo mae tclecommenicatons simple for is customer 
Globe through the years has worked had to developing 
‘pation new, puting up ts infrastructure and 
making is making service work 

simple end esl of an enjoyable customer experince 
by the user. This in a tetament to Globe Telecom's 
dedication snd commitment to always serve i the best 
possible way the people tat is behind its success: its 


to havea rather 


THINGS YOU DIDN'T KNOW ABOUT 


GLOBE 


* To complement the network presence of its Globe 
Wndyphone service in areas where immediate or 
‘enhanced signal is needed or in cases of special 
‘vents Globe Telecom deploys Celsites-on-Wheels 
(COWs| — heavy-duty vehicles equipped with a sel- 
‘contained celular transmission facility 


* February 14, Valentine's Day, is the day where 
Filiinos send text messages to each other the most 


* Globe Telecom regularly involves itself in 
community efforts such as medical/dental 
missions, home building, tree plantings, blood 
donation drives and other outreach programs 


‘Globe for seven years now has been running an 
annual nationwide search to promote student 
excellence in telecommunications and information 
Technology called the Globe Telecom Academic 
Achievement Awards (GTAAA). 
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Goldilocks 


THE MARKET 

An internet survey entitled “Are you a Filipino? 11 
Ways to Make Sue; says that toa Filipino bse local 
lor overseas, "Goldilocks means more 1o you than just a 
haracter ina fairy ae "This anile. first posted on the 
Wer wide wob, has since beon reprinted in magazines 
and newspapers of every lino community here and 
abioa. Despite hor nen renses, Goldilocks sans a 
family of three bears, is a Por olli for Filipino”) 
spin sapin, mangga at suman (ative delicacies). 

In its thirty five years of catering to the Filipino 
appetite, Goldilocks has secued is way no he Pinoy 
Psyche, Not conte with keeping the Mavor within 
local kitchens, Goldilocks store are now found in 
Northen and Southern California, and in Vancouver, 
‘Canada Filipinos worldwide, Nock to Golélocks for that 
amir ate of the local ensaymada, bo de mess, 
amava cakes, biko, amd many oher recipes close to the 
heart of every Pinoy 

To each member of the family, there sal always be 
7 memorable Goldilocks occaton — Dads baptismal 
sake, Mom's IM birthday parny, heit elegant wedding 
coke, Juríors gradation cake, and bumas (term of 
'endiament fr the youngest m the fiy) Goldilocks 
binhday pariy. Diflerem generations wore served and 
‘ere will be mor in tbe decades to come. Goldilocks b» 
mot any synonymous to sumptious food, ti Filipino 
‘maditon 

Once a product lodge ino the soul of ity market 
statistics readily follow. Today. consumer surveys 
consistently show that Goldilocks is the prefered 
bakeshop of most Filipinos, with a total produet 
oves of 99 percent 

To the fast-food segment, Goldilocks is second with 
a consumer preference ating of 68 persent. In quality 
and last, its prodvets have become the Filipino 
consumer’ standard in baked prodocts. Surveys have 
shown that consumers are willing o pay 1010 20 percent 
more for products that carry the Goldilocks brand 


YES 


Gokdocks has copied a commanding 4 percent of the 
dot market. Hs ears competitor a afr second with 
comly 14 percent oe market share. 


ACHIEVEMENTS: 
For a highly competitive industry ike food, capping 35 
years of races operations ia 2 milestone m rell 
Goldilocks has received recognition from reputable 
‘dies in its mamy years te indue. 

in November of 1999, the Philippine Franchise 
Association awarded Goldilocks as the most Promising 
Flipino Francise for the Vear, in the Food Category, 

‘Since 1999 up tothe year 2001, Goldilocks has bee 
recoppiaed as The Outstanding Bakeshop ofthe mutt 
sectoral Consumers Union of the Philipines (CUP) tt 
‘atcontinvust respos rhe ad berti honors 
rom precision advertising zccaton. More recently. 
23 Goldilocks cis management program was adjudged 
sername ihe best by the highly respected Public Relations 
Society of the Phlipines(PRSP) Despite the accolades. 
Goldilocks refuses tos co t arcs. I keeps up with 
"ends in the food industry and invest in the latest 
technology 

‘Asa member of the internationa) Cake Exploration 
Society, Goidilocts regularly sends company represen- 
[aves to sts anasi convention hel in various cies in 
the United Stats. The homely bakeshop and us f 
‘auran of te employees has definitly gone a long way 
This success homes, could not be limited to the fact 
hat Goillocks produc have stie ts chen the 
market It gos beyond business sense and good prod- 


HISTORY 

‘hasbeen wise adape not to dopise humble beginnings 
In May of 1966, in a sinple one door apartmont oa two 
storey structure on 2300 Pasong Tamo in Makai, a 
bakeshop was conceived 

The extraandinary taste buds of two sisters, Clari: 
and Milagros and their sistere Doris, put up a 
‘business out of two showcases and four tables, The 
bakeshop and diner hada 10-menber crew and offered a 
best-ssling line of baked goods — brano de mercoder 
and samsrival. cinnamon roll, jelly roll, ensaymada, 
brownies, meringue tart, macspuno cheese tt, cream 
PUT. iube pan cakes (range, pineapple and mocha) 
beehive and chicken pie 

Another sister, Maria Flor, fancied on naming the 
‘entre ‘Goldilocks, thinking thut the children fiy 
tale character suggested luck and prosperity. Mixing 
sensible business practice, hard work with contingous 
ari tne Ledlin sies witnessed the Futon of aor, 
ln only two year the company opened its second branch 
on Taft Avenue in Mal, 

New products were introduced into the market. The 
Goldilocks brazo de mercedes was a famous hit, ihe 
smarble and haer slices came staple school snacks, 
While the decorated birthday and wedding cakes took 
center age 

A few years aes, Goldilocks branched into catering 
Big and well-known companies such as Air Manila, 
Philippine Airlines and Firestone Tire Company tapped 
Goldilocks før catering services 

On the Company's second decade, Filipinos have 
become enamored withthe concept of the shopping mall 
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‘THE PRODUCT 
Today, here are more than 100 products in Goldilocks 
ranging ftom classic Filipino favorites to more 
temporary tastes. Goldilocks products have been ve 
enmeshed inno the Filipino life hat Goldilocks tas taken 
ths position seriously More than improving the quality 
ofits products, Goldilocks i continuously developing. 
‘new products to sit the discriinatng tastos of ts 
omtower 

Goldilocks has been using 100% bums fee four 
in preparing breads Hke pan de val. ensaymada and 
sandwich loves afler certain stadjes indicated that 
prolonged intake of Potassium Bromate could be 
hazardous fo health. i is paramount for Goldilocks 
cinorersto be awed of receiving not just freshly biked 
‘quay breads but healthy bread products cach tme they 
come t a Goldilocks outlet 


RECENT DEVELOPMENTS 
Imtis global age, Goldilocks has kept up wit the times, 
Bridging dios ofthe past with the innovations ofthe 
pom 

1n 1999, Goldilocks was launched into cyberspace 
Now Goldilocks over vesd oniy to log imo 
upc gallos cama to 
connect fro ayer rod 
the worl 


ae 


‘And on Ye occasion of its 35th seat, 
Goldilocks has corne up with  moderized yet 
homey meri desig, rung fran its py 
Soeters and translating to updated mc 
‘boards, posters and price ugs This is part of 
extended effort to satisfy every loyal 
Goldilocks customer Seif service counts, 
home delivery serves, super aloe meals and 

stant funfeast party packages keep 
Gokocks i tune wit the oceasng pace of 
the lifestyle ofits customers. In retur, the 
concept has generated not only utmost 
satisfaction bu morse sale and anssction| 
counts well. 

Inline wth he Cops psa of serving 
ie consumer whore ted values of genome serve. 
Goldilocks conducted Customer Satisfaenon Rally 
Employees were made more sware of bow tey handed 
cleri from all wats of lie. Excellence m customer care 
Msa the entero e Gokólocks Employee Development 
Program. Goldilocks is also a member of the Reine 
Bakers of Americ. The Company sends technical 
perso 1o stay w leading baking 
schools in the Pilippioes the 
sie Sees. and Europe The 
company vein heavily i 
Ae recrutent of manages 
in the professional and. 
technical people who will 
prope the company ito the 
incom 

Staring s à smal echo. 
bakeshop cum dine in 1986. Gokllockt sow has over 
130 stores in Mega Manila and major provinces. 
employing more tan 3.500 people nts menacing 
planis, stores amd corpori offices. Goldilocka ranks 
mony the top 280 uapayens in the Palins 


PROMOTION 
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serve hot dishes clos to he am of the Filipino: Fia 
chicken, wor, bead pelo barbeque. ing and pode 
faihaw (broiled pork} go with staple rice amd a cold 
boverape. These sumptus packages are offered at very 
affondate rics. Connecting the common to (mon with 
the not-o-common, the young and the vot so young. the 
oraditional wath the Witchy. Goldilocks is not one 1o be 
lef behind 


BRAND VALUES 
Goldilocks, ihe business of 
boshifiines, has grown into what 
WW today. Goldilocks ix not jast a 
major player in the food indo, bur 
ge inen inni comin the pao 
Jem bes mouth-watering shoe ofa cake 
oc delectable Filipino dish, Whatever form it may take, 
Goldilocks semuins in the har and stomach of every 
Filipino family, now and in the years to come This is 
ersenally the p emotional franchise Vu nol bakoshop. 
ec amy company for that ater can truly call is own. 


THINGS YOU DIDN'T KNOW ABOUT 


GOLDILOCKS 


* When Goldilocks opened its first store, all the food 
items that were prepared were sold out. The first 
‘days sale - 574 pesos and a few centavos - and 
‘the cake miser used in the first branch, are stil 
‘boing kept to this day by the company's founders. 


‘+ Goldilocks catered the reception for the fist visit 
‘of Pope John Paul to Manila in February 1981 for 
"he beautification of the first Filipino Saint, Lorenzo 
Ruiz. 


* Goldilocks supplied the “nutribuns for the United 
States Agency fr international Development when 
the organization augmented the Philippine 
‘government's nutrition program. The vitamin- 
fortified breads were distributed to elementary 
schoolchildren. 


‘Filipinos who travel to the provinces and even 
‘overseas invariably bring with them various. 
Goldilocks goodies as pasalubong or gifts upon the 
requests of relatives and friends. The favorite 
giveaways are polvoron (a confection made from 
powdered milk, butter, and flow), ensaymda (soft 
butter rolls topped with sugar and cheese) and cake 
rolls. 
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THE MARKET 
Rue m 
Minna ME 
‘They wethe world’s large dl] 
tracer MSAN 
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Sealand 


in the world fant 


[UK and 90% in ily, Canada and 
Aosmali as wel as a as growing 
business in the wocll's two mort- 


China. In india, Heine bought 
Glo and Forex àby foods. 

Tn Russin, Heinz built a baby 
food plant, and expanded infam 
Seating m Hungary an the Czech 
"epi 

Heinz is alo the world’s 
rges maker ofa beams, with 
eine UK topping the soap, beams 
and pata catego 

Indeed, Heinz is a powerful 
hob food marketer whore lading 
brands. imovative products and gat 
tasting recipes delight commen im 
very part ofthe weld 


ACHIEVEMENTS: 
The HU. Heinz company has 22 power 
ds workin, each wot a ales 
exceeding $100 million. These power 
brands command mumbctone or member 
Pwo market shares r more than SO cumin 
Tt is one of the world's leading food 
processors with S0 affiliates operating in 200 
coun, offering more than 5.00 varieties. 
The company's famous brands inciude 
Heinz, Sucks Tona, Oneida Potatoes, Waries, 
Farey's Baby Food, Weight Watchers and John West 
Today, Hem bands ar cuts icons to consumers 
sound the world. Wherever you are. Heinz is constant 
comparen to consumers of every age and culture ir cach 
food category, Heinz is the standard for quality, 
convenience and great tasie. 


=e 
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HISTORY 
Henry ) Heine was bor in Pitaburgh during the 
post Civil War period 
e was a bor salesman, entrepreneur and a 
teases genius At age 12, he tare selling produce 
fiom his unity garden, In 189, tog 25 
fiend launched Heinz & Noble, it's first produc 
being Henry's mother’s grated horseradish, 
packed in a cloar glass bore to reveal i puriy. 
Heinz d Noble thrived uil bankruptcy 
forced them to clone doors in 1875. However, 
Heney's persistence led him wo establish 
a model factory complex along the 
Allegheny River, and by 1896, he had 
became the “pickle king” —a millionaire 
anda celebrity in his own right 
Henry motivated his people by 
‘them well, Working 
conditions at he Heinz factories 
were well above many 
employees living conditions. 
He alo believed in total 
quality ina produt, amer 
that “Quality isto s product 
what character isto a man,” 
& ketchup (which was 
Fist sold in 1876) pickles, 
jam, jellies and 
condiments were made 
the finast ingredients 
They were picked fresh 
ard sorted for quality 
picked in the 
ewe felonies 
Henry was a 
promotional wizard 
aswell 
He himself 
came up with "ST 
varieties," de 
legendary “pickle 
pin; and mde ur at 
he Heinz name was soen on 
“billboards, newspapers, magazines and hillsides, In 
1816, th company mode i first sale rond, and by 1900 
Heinz salesmen has traveled to Africa, Asia, Australia, 
Europe and South America to sll more than 200 Heinz. 
products. ln 1920, Howard Heinz, Henry's son, sved 
‘he company duri the Great Depression by inrodacing 


" 


two now product lins: baby food and rexbptoserve 
so. 

Promotion vas increased and costs were ct, but 
employees wages were let iset y 1957, buen had 
obl. Howard brought chem ino he factories, 
tronombits nto e fik, and inked the Heinz empire 
oe word vis inenatona radio. 

n 1941, withthe US at var and Hei UK under 
tack, Henry John "Jac" Mein IN, only 33 and the 
rand ofthe Founder, took over Hemz threw tel 
into the war effort, nd women poured into Meine 
Factories “Beans vo bombers? and “pickles to pursuit 
play? were e spirited slogans. 

Aere war, lack took the compony public, moved 
Wen advertising ino he new work of televimon ad 
Iunched advising io the new werld of teevoion 
Opesnions were launched in Holland (1957), Venezuela 
(1960, Japan (1962 nd ly (1949) In he UK Heine 
opened the Kit Groen processing pan, and this quickly 
came the age food proceasing plan w Europe 


THE PRODUCT 
Wi an Hen, iste. Throughout he wor 
eine synonymous wi khan 

Heina Tomato Katy is known athe "Was 
Number Ove Ketch tithe rot ose and 
ment mou produet from te HJ Heine Company Itis 
o American werd on In fact ber are few icone 
2n American oct more recognizable han be Henz 
Ketchup Bonie. Research reveals at 96% of US 
ena patrons expect t see Het Ketchup on se 
‘able 

eis Tate Kechu roy top restaurant 
lables everywhere inthe wrk! This year, Heinz wil selt 
450 million bottles of ketchup, consumed ia 140 
contre snc ofthe work's great bands, growing S 
ert onde globe, and at oblige some 
vies Scl more than 50% of e woes 
ketchup consumption s that of Henz. 

Mein Tomato Ketchup touts of al) latus 
ingrediens and uses oca preserves coiorng 
or avorings. 

Tis rac formulation crees a atl tomus 
Tavo and abright oos olor He Kec s ph qal 
toma varieties are uated contam iess water ond 
‘more paip cd high quii processing controls water 
separation end at makes for a noo, non-gramny 


Aenchup The best tomatoes make for Heinz Tomato 
Ketehip's richness and Nlavorfu) thickness. in he 
Philippinen, Heinz Tomato Keichup is known as the 
hides neer. ater eh" 

Aside from being known ss the Words Famous 
Ketchup, the Heinz name is behind other global 
urinesses such as foodservice, sauces and tomalo 
produc, baby food, una, pet food. ruzen pouces A 
vegeobes fico ea & desert soup, beans, & pnts 
Thes lop 10 global businesses compie newly OM of 
Henr sles 


RECENT DEVELOPMENTS 
Hei completed is bgestver oversee acquisition 
‘withthe addon of CSM Food Divin, the seeond- 
eget od company ia the Netherlands 

The company also expanded ts flagship ketchup 
busen by buying rwo prominem Latin American 
companies. based is Costs Rics. And, to farther ie 
profile North Amencan foatkerice vison, Heinr 
acques companies e California and Arizona that rahe 
and market refrigerated and frozen recipe foods for 
resturants and other wit 

‘Heinz sing these acgeusitions build on thee 
Norham European regional buses gba beichup and 
sauces business and therr burgeoning foadservice 
den 

To accelerate the expansion of Heinz's dycamc 
sauces and hechup inthe Asa Pacific Regn Het tas 
formed joint venture with NuiriAsia, Manila, giving 
‘bt to Heina-UFC, Piippics.A makes header in the 
condiments category and the maker of the Philippines” 
xdi etc bends, Nan-Asb wil Becomes Hein 
quieway ino gaining a ron foothold i the Papa: 
market 


PROMOTION 

‘The Pilippine launch of Hein Tomato Ketchup ts made 
posse by an Integrated Maketing Communications 
campaign. lotrodactory advertising lay clan to is 
prodat saperon ad Ica. 

Television and Pro adveramg espouse the Henz 
heritage of quality and tt. tus superiority clums— 
"Worlds Member One;” “thicker, richer, tastier, “all 
satura" and “preferred by 8 ow af 1 verse lang 
‘rand. Advertiong is supported by iterated marketine 
flr sich zs broad sole sapling ad nal generi 


fins, and a fond servise tie-up utliciy 
blitz. The sampling effort boasts of the 
Meins “Door Drops,” a highly-tagetd 
dircts-home sampling which will be 
implemented in upscale residential 
viles 

“The foodservice esp, on the other 
hand, consists of partnering with 
establishments dui carry Hein Tomato 
Ketchup. These establishments incide 
TGI Frihy’s, Tequila Joe's, Hard Rack 
Cafe to name a few 


BRAND VALUES 
The Heinz mame is synonymous with 
heritage, tros, high-quality martio 
produci and word leadership. 
Greatbeands have no boundanes and 
‘he Heinz ener is ing proof of tt, 
volg, 46,900 prope jn over 200 major locations 
orlvile, with leading brands on every inbubtabe 
men. 
The Mei ae curl icons to consumers around 
‘he work The Heima Tomato Ketchup keystone labe ie 
ely en of the mont fama log to food ard teh 
Jove around the gobe 


THINGS YOU DIDN'T KNOW ABOUT 


HEINZ 


* Asa nation, the UK get through 1.5 milion cans of 
Heinz Baked Beans everyday 


Mal the Heinz Ketchup sold in grocery stores were 
‘packaged in glass botes, the bottes could circle 
‘the earth six times, 


* Heinz founder, Henry Heinz, erally sank his 
‘competition in the 18805 when he bought ali 
products and machinery of a competing company, 
put them in a bargo, and sank hem nthe Allegheny 
fiverin Pittsburgh. 


= In 1963, Heinz introduced the first squeezable 
plastic ketchup bote. 


* Heinz ketchup is consumed most during the 
summer. 


= Heinz ketchup is often used as a dip for potato 
chips. 


‘+ One ofthe most successful advertising campaigns 
‘ofall time had deliberate misspelings—"Beanz 
Meanz Heinz." That slogan sparked the sale of 
‘baked beans in Great Britain, and became a national 
‘catch phrase. 


* Heinz exports baked beans fo 60 countries including 
Russia and Chad. 


> Heinz foods nourished soldiers in the feld during 
‘wartime. Heinz aiso developed he sef-eating can, 


* AHainz Cream of tomato Soup Appreciation Society 
ìn Cowal, England asks would be members to 
pass a taste-test bindfoded. 
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THE MARKET 

Innocent year the franc services sector has undergone 
Significant changes Consolidation, trough mergers and 
déquisitons ts a marked development an continus to 
boe a diecion the industry ts likely to take. As prodects 
ond services tend w be similar across finansial servises 
providers there is an increasing need for differentiation, 
With special focus on financial strength. wteratonal 
network and expers, and a high level of coromer 

Customers ned tob able to accens nd nage these 
"ances trough a variety of delivery chances, taking 
rosponibiliy fòr their finances om a young age mio 
heir increasingly te ear, Fall servises companies 
ove responded by designing wider product reges. 
ensuring that they have something to sot consumer? 
many different eade This expanding market has made. 
Financial poder ino consumer bendi 

HSBC isa rly international brand. wih some 0.500 
offices in 78 counties and territories in Europe, he Asie 
Pacific roo, the American, the Mile Eat and Ahea 
Inthe UK, the parent company HSBC Holdings ple owns 
HSBC Bank ple, while in continental Europe, Credit 
Cormescial de France has recently become » member 
of the Group, In Asi, it owns The Hongkong a 
‘Shah Banking Corporation Limited and has a62 14%% 
aly in Hany Seng Bank Limited. In the US, towns 
HSBC Bank USA ad operates join vestre ade bank 
with Wells Fargo Bank. In Brazil, it owns HSBC Bane 
Brant SA-banco Multiplo. 

‘The HSBC Group provides a comprehensive range 
ofservices personal, commercial, corporate, vesiment 
cand privat banking: trade services: cash management: 
treasury and capital markets services; insurance; 
Consumer and busines finance: pension and investment 
fund managemen, iste services! and securities and 
custody services 

With some 180.000 staf and assets of rer USD692 
billion. it ix one OF the world's largest banking and 
financia) services organizations. ll im is to be the 
world's leading financial services company. I was 
recently rated “world's strongest bank" by the Banker 
again and Best Bank in Asia by Euromoney Forbes 
rated HSBC second in its "Super 50" league of 
intertionalcompaues- 

HSBC is commited to bild one of ihe basking 
world’s most recognizable ternational brands. n 
November 1998, u embstked on a major branding 
exercise, creating a universal brand 1 unite is many 


al 


dien baiceses under single identity Asa rei, it 
replaced coronae gatus and names of compenes 
rowed th word wh he dictive HSBC and hexagon 
symbol. This decinion demonstrates the Group 


realization that it neede a strong. internationally 
recopabi band in wortdwade market 
HISTORY 


 Alteugh HSBC's holding company, HSBC Holdings pie 
‘vas fomnatonly in 1991. most of tbe principal companies 
fonder iti Banger have been in 
‘operation for over a centry 

The Hongkosg and Shanghai 
Banking Corporation Limited, for 
example, opened for business in 1865 
in Hong Kong; and the UK's HSBC 
Bant ple (formerly Midland Bank) 
dates tuck io 1506. The Hongkong 
and Shanghai Banking Corporation 
Limited began local operations on 29 
November 1875. The Bank's 
Ineadquarirs in Binondo was located 
îm 8 corner facing Plaza de San 
Geol, The Bank stayed in these 


premises until 1971 when HSBC moved 10 
Makati Ciny. A second branch was ostablishod 
{nooo service the growing sugar industry 
io 1843. The branch was ter transferred to 
Ortigas Contr in Pasig City. 

HSBC hasa long history of commitment 
nd service in the Philipines. In the past, ihe 
Bank serviced government, holding insular 
funds and oe deposits for the Spanish ane 
‘American administration. The Bank worked 
eth lage companies financing their trade 
and businesses. Projects that benefited the 
economy were also founded, such as the 
msistaneo extended o the Manila Railway 
Company for the Manila-Dagupan and 
sobsequenty, Meila-Lepasp ines 

When the Bank re-opened in August 
1945, for Wild War i was he first bank 
‘nthe Philippines to handle tho mater of pro- 
war deposits by making good depositors" full 
angounisasofend December 1941. Similarly. 
in 1946, the bank acquised to debtors vo 
relieve then of hardships. 

Decades after, HSDC continued to be o 
major player in the local banking industry. 
HSBC was onc of the fist banks to imroduce electronic 
banking through its internationa automated teller 
machine (ATM) card and through Hexagon, the Group 
Proprietary electronic banking delivery system, which 
lows customers o perform banking transactions using 
apenoml computer 


RECENT DEVELOPMENTS 
Following the stance othe Foreign Bank Liberalisation 
Aet of 1994, HSBC re-opened a branch in Binondo In 


1905 and established a branch in Southern Philippines’ 
Cehu City in 1996 In 1999, became the fist foreign 
bank to open in Quezon City: In 1999, HSBC vas rated 
approval to operate as nvena hanik only the second 
foreign bank given this opportunity This allowed HSBC 
o expand its capabilities in the county, such as the 
establishment of a capi markets desk. whose recent 
‘deals have won the Bank "Best Bond House in the 
Philippines m be 2000 Euromoney survey: 

In 2000, as he Dark cslebrated 125 yous in he 
Philippines. in ar unprecedented ove in local banking 
history, ituequed 1004 of kcal incorporated PCT 
‘Savings Bank fora fol consideration of USD22 eios. 
Now rammed HSBC Savings Bank (Philippines) Ic and 
‘rebranded othe HSBC corporate name ad hago logo, 
it providos world-class banking to the growing middie- 
‘mathe tough is 16 branches in Moro Manila. 


‘THE PRODUCT 
HSBC aims be one ofthe edi providers of financial 
services through it international network of personal, 
commercial, corporate and investment banking and 
Insurance businesses 

It offers it personal customers wide range of 
accouns an services designed to meet ber fane 
needs both in the Philippines and when travelling 
overseas, Pwer Vantage provides banking convenience 
rough 24 bour telephone banking HSBC Premier isan 
international service which providos a dedicated 
relationship manager, an exclusive banki 


personal financent aisi 
and enhanced barking 
services such om 


exchange. emergeny cash 
overseas, overdraft 

concierge 
services amd 24-hour 
‘wlephone banking 
Through the proprietary 
Home Lose Simulator, 3 
software program 
developed in Hong Kong. 
specially fer customers ia 
the Asia-Pacific region, 
HSBC has been making 
enhvayinesablshing weit 
an à serious player in the 
consumer finance marest 
HSBC is one the major 
MasesCor and Visa sem 
ratte coud, wih a card base 
‘of ves 200,00. 

Corporate banking and irade finance ace iong- 
sumtin core bariceses of the HSBC Group, whore 
oie sensor s wel placed 1o faite ad finance te 
world's primary trade flows. The trade services 
deparimes: io the Philippines s tbe largest 180-9002 
erii wade services tam HSBC aeo old the largest 
marke dari Custody and Chai nthe Philippines, 
rd has oen Top-Rated hy Gicbal Coston Magaziee 
for five concise yes 

M has a professional aed competitive cash 
‘managrsomcapaiity scd SBC sa leading play m 
‘peau a eat re in e Helps Inas bse 
adjudged "Ben! Foreign Exchange Bank in the 
Pilppnes" by coperte temen ard faece decor 
in am anual Astamoocy survey, nce 1996. ls copita) 
‘martes des Rave arranged pioneer del u the country 
forthe premier corporations such a PLOT, San Miro 
‘Globe and even the Repalie of te PNgpines. 

For facing these, HSBC Las bcn ite for ts 
role the development of th loca capital mut and 
has eared the award for “Best Bond House in the 
Philippines” (Euromoney, 2001). It is one of dhe fst 
bunks o recive derivatives licea and fr High 
Vild Reserve Asset derivatives prodct for insurance 
companies won th lanvatioe of the Yer Awani froen 
‘Asian nscance Amands 000 

Following a giobal deas to support education and 
Da evar i the areas where operates, HSRC is 
‘working thepimprove he quality of cation i pbc 
schools and to promote conservation efforts for the 
country’s nch marine resourses 

HSBC supported de Philippine Schol fr the Deaf 
yr bog a pre-school an special edocanon cete for 
hei vopaied chidren aged 2-8 years ok 

Tie Bant i curet imoived in Esteban Abada 
Elenentesy Schol, withthe aim to trasform he ow- 
performing pubic scho! eto s worl clans Model of- 
Excellence leaming center. Under tbe “Save the Sea 
program, HSBC 1s supporting + marine conservation 
program in Samal Island and « dugong conservation 
rope Pawan, sonater te mets ficat habet 
forthe endangered duzong 


facilities, 


Switch your home toan 
to HSBC. 


And tell us 

how much 
you want 
to save. 


BRAND VALUES. 
HSBC "suus valer" are ose of a 
responsible, prudent, cost-conscious, 
ethieslly-grounded, conservative, trustworthy, 
merasona der ong te customer relationships. 
The Grow aspires to high productive, eam 
rentre and customer-driven. Its vision 15 to be the 
wordt ending ironcial services compen’ In essence, 
‘trans ix boo egy rur endescllen coner 

The diversity of the 78 countries and titres i 
‘hich HSBC operates means tat its operations can vary 
according he ropa and mart requirements of 
erent jurisicions. 

However, HSBC alms 1o ensure (hat its brand 
princes apply contri vo ail of scies These 
sre torest custom a dde engi the value, 
eave hem in conten, anteater neds, provide easy 
to understand prodacts and ccessble expertise 


THINGS YOU DIDN'T KNOW ABOUT 


HSBC 


‘+ HSBC's first advert in the Philippines appeared in 
El Comercio on 29 November 1875. 


‘= In 1889, HSBC raised funds on the London money 
market to finance the construction of the Manila- 
Dagupan railway. Later on, the Bank financed the 
‘extension of the ine to Legaspi. 


* HSBC pioneered the international ATM card, known 
as Electronic Teiler Card International (ETC) in the 
Philippines in the late 80's. 


* HSBCisindludodin FISE4 Good Index for investors 
who seek to invest in socially responsible 
companies. 


‘= HSBC's head office in the Hong Kong Special 
Administrative Regionis one of the territory's mast 
famous buildings, designed by Sir Norman Foster 
and official opened in 1986. 


‘= HSBC's new Group headquarters, opening in 
London's Canary Wharf in 2002, will be 44 floors 
high 
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THE MARKET 

‘The disposable diaper category is pe among the most 
promising consumer categories in the Philippines today 
Curent. only 1% of the potent consumers actually 
we disposable diapers wile th remaining 89%: are vill 
predominant users of “lampin” or cloth diaper tat is 
washable and re-usable There is aiso a certain percentage 
of this market who do not use any form of diaper at all 
and just we cloth underwear for ther babies 

Wah proper cation of this consumer segment, 
saos ad market penetration are expected o increase 
readily as more and more mothers become aware of the 
cantes of usg disposable diapers over “lampin” 
erm of overall comfort, absorbency, fit, leakage 
proection. dryness and convenience. 

HUGGIES” Disposable Diapers are products of 
Kimberly-Clark Philippines, Ine. (K-CPI). The 
HUGGIES, brand bas two major variants in the 
Philippines: HUGGIES” Dry Comfort for the premium 
Nighvond sepnent ofthe market and HUGGIES” Dri-Fit 
forthe val segment. Both HUGGIES” Dry Comfort 
and HUGGIES* Dri-Fit are manufactured in K-CPIS 
laguna will 


ACHIEVEMENTS: 

Using the lechnology transferred frorn it U.S based 
mother company, Kimberly-Clark: Corporation (K-CC), 
K-CPI launched HUGGIES® Dey Comfort in 1997. i 
just 6 months, HUGGIES* Dry Comfort overtook 
Pampers Dy Mesdersip ofthe premium segment Even 
‘more astounding isthe it hat HUGGIES* Dry Comfort 
recedet the volume targets set by K-CPI for its fis 


DIAPERS 


year inthe market. Now, $ years afier the launch of 
HUGGIES® Dry Confort, HUGGIES® has become a 
household same, a marne that sends for good quality 
diaper A truly somarhable achievement nd one which 
K-CP is wb proud of 


HISTORY 

imbety-Clatk Philipines, Inc. began operaung 
Jonsary 1964 whee Kimberly-Clark Corporation (K-CC) 
sequesd controling erst of Hygiene Products ne 
Je 1997, the fiat focally manufactured HUGGIES 
variant was launched in the Philippine market 
HUGGIES" Dry Confort diapers adresed the Filipino 
mother! aed for a superio performing diaper for their 
"Dobis. In 1998, HUGGIES" hanced a second variant 
im the vale segment for parents who want De het for 
thelr babies at a price they caw afford 


THE PRODUCT 
There are two variants of HUGGIES” Disposable Diapers 
offered: HUGGIES” Dry Confort the premium brand 
with superior performans, and HUGGIES” Dri-Fit, the 
quality bwt affordable brand aimed at the "values 
money” segmant With extensive market research ad 
erestive product development, HUGGIES" Diapers have 
boen pioneering a bringing imovstive features and 
charcements other poets 

‘Among thse that ave become key Seatures fortu. 
performing diapers are the Breathabie Ae Dr Covet, the 
Double Leak Barriers the Leak-Lock System and just 
recens the Sag. Fa Waistband, 

These feateres hare helped entablsh HUGGIES” as 
4 Soperbrand sad a recognized market leader The 
 HUGGIES" Dry Comfort and Dri-Fà lines are further 
complemented by HUGGIES” Ulrs, a super premio. 


imposed diaper for the op echelon of the dispouble. 
apes markar 

Abscrbency leakage protection and fit are the top 3 
‘ey attributes that mothers are ooking forin their choice 
of disposable diapers for heir babies, MUGGIES*" 
product insovations have all been designed tø best answer 
teso needs 


RECENT DEVELOPMENTS 
in 2001, HUGGIES, introduced the Improved 
 MUGOIES* Dry Comfort with Snug-Fit Waistband. This 
‘athe newest fature that HUGGIES” added to improve. 
the fit of the diaper at ihe front and back waist thereby 
kading to superior leakage protection. The Snug-Fit 
istud gently hups tbe baby’s wai ensuring a perfect 
fi that holds no mater how active the baby i 

An aggressive marketing and brand-building 
campaign consisting of tr-media adven special 
‘evens and Belowtheine tivities have accompanied 
‘he mane of this proved produc 


PROMOTION 
With the diaper business being very competitive, 
HUGGIES, boss ong brand marketing campaign 
\wlbesrtpicin ating lop ftom herest. Brand 
‘ning is important for HUGIES, as its objective is 
‘communicate tbe values hat go to he development 
ofits products 

‘As part of v lunch campaign in 1997, the highly 
aseccifl “Singing a the Rain eleison commercial 
TTVO) was anche 

The campaign was developed by Ogilvy & Mather 
Pipine bo vas shor, died and post-prodaced in 
Vancouver, Canada nd New York, US A. The TVC has 
teen shown in the Piles, the US, Baz Tanlar. 
sí ihe UK and remains 1o be the mos memorable und 


most popular television ad of HUGGIES* Diapers 
wecdvide. Moreover, t also received a Cannes Anard 
during tat year. 

Wah brand-drrven marketing. activities focus heavily 
on advertising. Ht will be casy to recall the integrated 
TV. radio, print and outdoor advertisements that 
HUGGIES, has developed 

In these campaigns, 
communication styles are used t relay on effective 
mesrage that blend both the functional (product features 
and specifics) as well ax the brand's primary value 
(CHUGGIES® Babies are Happy Babies”). 

Marketing efforts do not stopat advertising, however 
To maximize its effets, 
complemented by aggresive promotions that wil bring 


creative content and 


advertising must be 


the product to the mothers themseives: 
Knowing this, HUGIES* has also been active in 
tore selling and prodit sampling activites Loyalty 
programs are also an important part of the mating 
strategy. The HUGGIES” Happy Baby Cab ides ite 
member mothers (and their babies) t a host of programs 
nd aking 


and. evems designed 1o help them in raising 


cane of their babies. 

Co-branding initiatives have baen a fresh adition to 
the marketing program allowing HUGGIES* 
synergie with other brands that are constent wth the 
mage and value that HUGGIES* wants to convey 


Already, espe with Lite Tes Toys have led to a very 
popular promotion tar allows HUGGIES™ customers 

leet points and redeem Little Tikes Toys at 
discounted prices. 


Recently. another co bending promotion involves 
‘Standard Chartered Visa Credit Cand. Thee, aptly 
maned MUGGIES® Standard Chartered Credit Card 
allows parents to feature the photo of ihr oute babies 
onthe creditcard. Moreover, is specia! creditcard also 
emiles consumers to discounts at leading child and infam 

In al these promotional activites a common thems 
Is being communicated by HUGGIES": "HUGOIES' 
Babies are Happy Babies" This message has been made 
rong by an integrated and consistent approach as well 
1 the careful hove of ech activity that makes up the 
Whole HUGGIES" marketing program 


BRAND VALUES 
HUGGIES, has, ists fist j 
few 


Philippines, achieved 
Sapcibrani sams became 
of the song recognition 
of the MUGGIES” brand 


"HUGGIES* Babies are 
Happy Babies" marketing 
campagn kas allow the 
brand to be kaown for 
rcs tat allow babes 
to be what mothers had 
lays wanted them be 


pP active and 
comfort 
The HUGGIES* 


brand also stands for 
superior festores and 
product enhancements 
The creation of two 
product lines in one 
NUGGIES* brand also 


iver flexibility in 
ddeosting the noede of 
the market. White 


HUGGIES® Dri-Fi is 
more affordable, 
omncm js abou the same reco 
and quay so vale corcious moms do nat sacrifice 

On the other hana, 


the brand stands str 


win 
oo of sale 


the comfort of their babies 
HUGGIES Dey Comfort i a prodct lender and is the 
hoc of mons who, even when 1t comes te doble 
diapers prve nothing ha the very het for their habe 
In the Philippines, HUGGIES* diapers have been 
synonymous ts absorbency When moms Dick of the 
most absorbent diapers, they have HUGGIES on their 
mind. This is a key valve 

HUGOIES* brand especially in a market that puts 
atsorbency on top ofthe lot of most wanted atria 


mmumemed by the 


a diaper, Coy 
complementing 4 with innovative fare that respond 
1o other key tributo sch leakage protection, dryness 
ed fit, HUGGIES* vill sustain ie leadership in the 
m 


izing on this recognition, and 


THINGS YOU DIDN'T KNOW ABOUT 


HUGGIES 


* Over 1.5 million babies are born in the Philippines 
very year, and rising, creating a potential demand 
{or 12 milion Huggies Disposable Diapers each and 
every day. (Up to 2 years) 


* For every 1% of this market that purchases. 
Huggies*, this would translate into 43 million 
disposable diapers a year. 

* Inthe “Singing in the Rain" TVC, a miniature set 
(let) was created so that everything will be in 
proportion to the size of the baby. 


41 


ING S$) BARINGS 


THE MARKET i 
‘The banking indvsty io the 
Philippines is composed of 
omer banks, igs ek 
savings and mortgage banks, 
peime development banis, svinga 
And Joan associations and rural | 
banks. | 
The banting scr consists or 38 
sommer banka, of lich 21 are 
private domestic banka, 17 are 
Korean omc banka andone 
ok gemere conl bank 
Some commercial banks are 
Ükemed universal bon whieh 
ll em tondere on aid 
hulingscvtes and rdeing 
et ecuien 

Inte Pipi, ING Bangs 
isa ignnena hank ie fiat 
foreign bank to be granted a 
iver banking eme with a 
full complement of services 
comprising corporate and 
investment banking, financat 
rhe ny roris v and 


ING Barings — The Language 
of Success in the Philippines. 


Lm ic Tz 


pud 


ype cman et gry ume te rp tn 


Ok pera sce on ona ak tenon S 


asset management, and private 
‘banking. 


ING ÁN BARINGS 


ING Barings is part ofthe NG 
ren, with tota) aset under management of €503 
bilon, market capitalization of £13 billion, and 
employing over 100000 poenas in 65 comix 
orkid Karla, ING Bangs Manila employs 
nly 154 people, making ione of the most eficient and 
revani bong'eoicesin s tre pes td, 


ene as resins 
peius 


Iidtntlis 


ACHIEVEMENTS: 

o its twelve-year pretence i the Philippines, ING 
Barings has had key roles im the largest and most 
prominent equi. debt and advuory trance ot of 
the Philippines, and has proven fan imacvative and 
ereiive developer oftikr-made fanc cautions ING. 


Debt Trading Volumes. 


priori ei evasion 


rene ey te ae 


Bang ror of equity vansactions is nva and 
cover primary and sony iss fom the estan 
Peso Pippin sunsons as played locken 
roles in over SUA of the largest iil pubic offerings 
(GPO) in the county, such as Petron, Melon, CAP 
Homes Aia Mik, JG Summit and SM Prime. 

ING Barings has pioneered a amber innovate 
“structures, such as the first-ever deep-in-tho-money 
warrants and Philippune Depositary Reti for Jolibee 
d ABS-CBN, respectively. Nt was also he coo 
top equity broker in the last four years, ue 1o its 
experienced on-the-ground ils tem and vp quality 
tere coverage 

has played fad roles in al thc privatization 
done va public equity offering, namely, Meralco, 
eos, sd PNB. ft was lo n rani advisor to some 
of te biggest den to come oo of the Pipes inthe 
pu few years, suchas Fist afi Group's sequisition 
of PLOT in 1998 and the mibiquent monger of PLOT 
sd Smart in 2000, 

‘These ansaions won i e FinanceAsin M&A 
Deal of the Yir ward for both yer Other ramactions 
dr hos advised on inlude the sales of PCI Bank, 
Selikank Apo Cement, and 30% of Union Cement. 

Jn the debt markets, ING Barings i a leading 
syndication home, having arranged er loans for 
Merlo, PLDT, Sman, Pilpinas Sel, Catier, Petron, 
JG Summit, ond other blue chip names as wel as having 
arranged over USD 1.75 billion in dud eureney debt 
potes Sor the Bango Senl ng Pilipinas. ING Barings 
i abso ome of he top tiree masks makers for Philippine 
seb raper 

Given god expertise, ING Beine has 
stom ack to back ad (200072001 as Best Pipe 
MEA Bet Equity House (Euromoney nd Best Foreign 
eset kn he Philippines (FinanccAsia) 


HISTORY 

The Internationale Nederlanden Groep 
(ING) wasestblshed in tbe Philippines 
i 1990 with the opening of ING Bank, 
‘hen a representative office. ING Bank 
bocame an offehore basking vit in 
199), a fll commercial bank in 1995, 
and a universal bank: im 1996. Baring 
Securities (Philippines), Inc was 
‘incorporated in 1990, initially as 3 
research house covering Philippine 
equities. In 1992, it began full 


ING BdGRouP 


brokering operations and was widely recognized as the 
leader in emerging markets secures 

yar, i set up a Mania-based corporais 
Finance team, enabling the company to cba the number 


ne postin for Phiüppine-basedeqaity transactions 
‘Brings was acquired by the ING Group in 1095. It was 
renomed ING Baring» nd i corn he corporate and 
investment banking arm ofthe ING Group, 


THE PRODUCT 
Headquartered in Amsterdam, ING Barings has 
developed a full range of integrated solutions for 


corporations. financial institutoan, and governments 


ING Barings aims to provide a seamless delivery of 
services to i cients 
banking producte 

IN aing 


services across five main product ine: investment 


3 one-tap shop for various 


Barings offers various wholesale b 


banking. corporate financial services, ancl markets 
private banking, and trust and asset management 
Investment Banking (1B) and Corporate Financia) 
Services CF 

uch aa corporate finance, MA advisory origination of 
capt market products, cunt, and corporate and 
vinctred ending 

Mand CPS sim wo develop s comprehensive banking 

approach 
activities in close eooperato 
Financial Markers encompasses amet and bi 
and management, imernational money marte 


offer a wide range of products to in clients 


wards thee clients, hai 


ing i lending 
with financial markets 
funding 
fei 
exchange and fixed income wading, and interest rae 


erate prodocts 

Within Financial 
Markets, ING Barings also 
offer fall range of equity 
Products 
trading 


sessio maniy fo 


cluding sales 
and brok 


and domestic insti 


liens that have an interest 

in companies listed inte 

Pippen Stock Exchange 
Mabo provides ts 

with research and regular 


manet and company 
updates. ING Brings local 
reiewch dopscmen cover 
vcr 30 sted companies in 
the Philippines and prodoces 
reports 

International Private Banking adis indvideal 


hets on the most opima! and tafMicient ways o 


lance wealth steep ics ite foie 


on emerping markets to optimize clients’ returne. ts 


bility to leverage effectnely, andi empha on bo 


gh service excellence 


Trt and Asset Management offers wie range of 


agement services 10 its corporate 
mcitvnonal and select indi dial cens Thee service 
onchude aset manage 


advisory services, among ode 


tnt, fund administration, and 


Is amns to erential fom lec compe. 
by leveraging on t combined sregths and experi in. 


slobs! investment management. as well as local 


RECENT DEVELOPMENTS 
In March 2001, he ING Group tod its new strategy 
for Corporate and Investrent Banking with the sem of 
tegi e Former corporate and inven aci 
ofING Barings, ING Rank, Bank rasch Lambert, BAF 
‘Hank, and other subsidiaries under 
Banking label 

The integration process c 

ieuske bs 

platform with other banking labe 


the Wholesale 


tims apace wath many 


PROMOTION 

ING Barmgs wis magazine sed newspaper advenining 
to promote it services. However the conducting of 
smite conferences 
as also been used o 
eat effect However 
ING Barmgs believes 
eric ments 
m delivering rests 
and its proven track 
record in al areas ts 
si effective 
marketing ool 


BRAND 
VALUES 

Subsidianes of th 
ING Group arc linked 


together by one symbol -the orange ING tion: Customers 

Ihe ING lon loo know 
on is supported by a fanc 
rents ofan negated payer 
by he strong Balance sheet of the ING Group 


of amy one sübidiary sport 


thot hor every Wants 


1 with he all-round 


and the commitment of dedicated professionals 


wide 


Customers scing be ING ion an rost assured at 


they will recie the exact came impeceat 


wherever they are inthe work, governed bythe ING 


Greup core vlvex responsiveness to tomen! ned, 


work, and 


entreprencurshi, professionalism, te 


Such is the influence of the ING same that many of 
p 


es wel: baown companies ithe own ght 
wth the ING brand 


in order to benefi from the global recognition and mags 


are opting wo idenify therse! 


that ING has bul up over the cas 


THINGS YOU DIDN'T KNOW ABOUT 


ING BARINGS 


* ING Barings is the banking arm o the ING Group, 
the sixth largest financial stitution in Europe and 
the second largest company in the Netherlands after 
Royal Dutch Shel 


‘Baring Brothers was the oldest merchant bank in 
London, established in 1762, and was so dominant 
in private and private sector financing that it was 
described by Cardinal Richelieu in 1818. the "Sith 
Great Power in Europe’ after Britain, France, Austria, 
Prussia, and Russia 


* ING itself is the product of several mergers, a 
marriage in 1991 between an insurer, National 
Nederlanden, and a bank, NMB Postbank the first- 
ever bancassurance company in Europe. 


= Not many people know that ING is also the number 
one insurer in the United States in terms f premium 
income, after taking over Aetna and Reliastar last 
year. The acquisitions have also placed ING among 
the top ten financial services providers in the United 
States. 
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2 
JOHNNIE » WALKER. 


THE MARKET Scotch whisky to the Brith Roya flo 


vitis and revelry b 


ok Thetonor worldwide ambassador for JOHNNIE WALKER ever 


wn the company was granted a warant 


Mey harvest season supply King George V. At the 1994 
Awards, Blick 


ember 1908: he first actually signed 


imerryinaking, in farflung rice growing barrios he Gn by Br 


was published in "The Sphere’ on 27 
athenngs of exceuives celebrating the closing ofa huge Inthe same year, the IWSC gave the brand not only the November 1909. 


one del. Surveys show that some ofthe fundamental 1p honor be DisieryTiephy for The Striding Man device and slogan "Bom 1420. 


anton are rela the Best Blended Whisky. Two yeas afer, i recived poing strong” were trade marked in 1910. By this me, 


oth formal and infor 


occa ld medal fr being The Best Scotch Whisky. the figure had moved sear 


iy fom the printed page 


camaraderie, But most of th 


HISTORY w 


yint-of-sale em 


sn Browne died in 1910, he was replaced as the 


rust of the business irele con When George and Alexander Valer launched Black & = Siriding Man anist by Sir Bernard Patridge, who war 
influsce,srengih of character, culture and distinction, — Red Label in 1909, Dey were determined to instil the he principal cartoonist for Punch magazine from 1909 
Scoch whisky isthe hands-down choice. And onlyone JOHNNIE WALKER brand with a mew and unique to 1945. Partridge drew the figure for four years, und 


brand commands a loyal 
h 


nasi papular and easily the most internationally organised a competition to fiod a groundbreaking His Siding Man was as rakish as Browne's, often 
recognizable, Johnnie Walker Black Label. In over 200 advertising concept. but of many pieces of artwork shown in motion, in both indoor and outdoor clothing, 
markets all over the globe including the Philippines, the s stably disi and often in the company of young women, At the 
‘Sting Man withthe Cane is instantly fine a the W war then that the Walker 
true symbol of success. For most professional and brothers and heir colleague James 


‘ntreprenemshelongng o AB sociocconomie brace 


wto had become an 


Joie Walker isthe ultimate in Scotch Whisky Whether business, 
consumed for pleasure and prestige in high-end bars and eip ofthe well-known 
KTVsor givenas a gift to fiends and business associates 

Ite he rand that accords the most respect among the hunch the Sting M 
mover and shakers of Philippine society o be one of the 
ACHIEVEMENTS adhering figus was cce 


Jlnnie Walker i known as the world’s vore deluxe zsa sketch on the back ofa menu 


Scotch whisky and with good reason: i£ has Beena cad. 
perennial poid modal i the blended Scotch whisky Browne procendod io pod 
eategory of the International Wine and Spirits s series of memorable Wal 
Competition (IWSC) Credit goes othe fact that it was sdvertisements which defined the 


among the first brands to carry a (2-year ol 


usc personality and fates of 


Hostales. Las also remained the official purveyor of the figure who has scted as 
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nibietk of e war Loo Cheney. another osstading. 
emre carioonist, replaced Pari asthe main JOHNNIE 
WALKER ars. Cheney drew the figere far ten years, 
gradually moulding the figure iso a rounder, more 
Posible character He ook the Sting Man laugh he 
First World War in seres of highly jingoistie 
advertisements, in which the gare wns portrayed in more 
dynamic situations, e.g., walking, driving and ailing 

Cheney also developed several advertising sene» 
hee the Striding Mon appeared in tbemaseally linked 
scenarion, These included the Travel Series, he O14 Craft 
Series. the Literary Spit Series, and he Historic Spit 
Series. The contest of these was always witty. 
contemporary wd cosmopolitan. am the Steins Man 
‘eas almost always the protagonist, rarely a passive 
obsorver of vents 

Between 1925 and 1928, the 
Striding Man was radically 
reau ia sor reso wy 
mors sdvetiscnents by D. 
ken They were followed iy 
a hont Quiz 
adyersenenis, pasty drawn 
by Cle Upton, which eure! 
an invisible String Man 
Stviding Sum 
employed in one ol he bromi 
fist photgrahicabvensements 
published in 1932, which was 
Followed by a series in whic the 
Siding Man featured only as a 
lop. 

Between 1936 and 1938 the 
‘riding Man was restored te 


series or 


Mdvertiemens in which he 


delivereddetaldinformation on 
the blending process 

From 1930 to 1950, Clive Upton was he principat 
anis for JOHNNIE WALKER, His fi campaign. 
"Gentlemen! Your JONNNIE WALKER, redvcd the 
Siding Man fige oa logo, poston that he etie 
Throughout the second World War and Upto s "Quad 
work Good whisky” campaign 

The Siding Man only made one reappesrance ia 
Wesen racer. in the drawmng office oF 
GLC.manadvertenent hat celebrated the vart of pos 
War reconstretion. Uptton's next campaign “Time 
Marches On’ pt the focus bak on the Siding Man, 
showing him in the fma walking posure ax a bridge 
between the past and present. With the departure of 
pron and the graduat dominance of the photographie 
‘ver he carton penre, the Sting Man receded 
prominence but firmly remain the eve present nes 
mem of JOHNNIE WALKER credentials on abet cases, 
adverts, promotional heatue and pin sale 

In 1996, the first significant chamges 1n 30 years were 
made tothe Sinding Man figure, but his oia spit 
and vitality remained The Sinding Maa still represents 
the Sene of progress hat led to his creation mast 100 
years ag. He remains the we guardian of he brand, 
and guaramee of s quality and tegi 

Today, ins groandbrcaking alteration to Brown's 
oman drawong, he Sri Man erally prota to wal 
Jorand inao the new millemam. inspiring uso Keep 
Walking 


‘THE PRODUCT 
obra Walk Black Labet is aged 2 minimum of. 
yere gh many tonic are much older Ti mea 
that it take at last to decades o erful panning vo 
make oven the sighte drop. Each drop s taben fom 
the Jone Walker blending force's see million casis of 
noter mhest, Esch om ocean acd at les 
so trac starting even way before casing and betting 

coc a deep gold with orangery his, A care 
factory inspection yields a comples arom of dry 
smokines he sweetness ofr and freshened by the 
es of range and ira ol 

On he tongue it lees deep challenging favor 
with neh mai and pes overtones. Sweet vanilla (a the 
tach round combined with ibe tag of bar! raras end 


a ique texture. Careful agi 
smoothes and depi. mmia ih lvi amd manned 
sn sieran 


vender it a maliy 


RECENT DEVELOPMENTS 
Jeter Waker eonbrucs eration of presage and 
aliy wit te esy of lue Label. I is an ultra 
premium tend, darè fli gold with dense shades of 
amber N has a harmevionsy balancer sos and a real 
pth of sherry character, smoky, wit hinds of ias 
and Wasted mas. 1 is hugely favor, with a rich 
eines amd taces of spree. The taste develops int an 
intet rs of oak, darh-chosoiaie. nó nich homemade. 
Dundee cake flavors Connoisseurs wil notice the 
foment of sok. sin, emend ond vage oaks 

ise Labe is developed to certo the sort eackawse 
‘whisky market in iens of packaging posing. n well 
ss favor ard tase. is bal market nade te domestic 
nd duy fee stones of he S. Asi, and Europe 

The slightly higher price ag bu it caries means 2 
orget ket of wen m the upper A bracket Jos many 
for drinkers with ducrmiateng te, thone lookin 
something cre deti. excess, and the op of 


therange 

‘Neat Johamie Walker Pare Malt best enti at 
Greer Label. lt proudly confer a 15-year fasion of 
Mighland maks tat brings a me tte dimension to malt 
Whisky. The waigue blend of conphor-wood and 
sandatouog, s well Ge aflences of sherry eask 
Fanuston brings s smooth and we bloc mouth feet 


Wide the overall pression for Green Label 1 fesh, 
24 well megrted, one can't help but appreciate w sip 
after space Naver sve ight as ce tase 


Jobo Walker's ies maturing nli whiskies std 
out advance of anyone chc having the mos extensive 
reserves of mot whisky. Thus is propt Johan Water 
Pare Malt a the finst choice among ts category as it 
Sap a mall tayered tse entunced hy a ach Legs 
‘nly Jobe Walter int. 


BRAND VALUES 
"Te (make) our whisky of such quiliy that rh in 
(he art shall come before ("and "What issem from 
Joan Walter and Sons Lid. will be of unimpeachable 
‘quality are vo of Alexander 
Walker's war 
company is determined to 
polt 
Beck Label ix a celebntin of 
hese business principles, 
‘mating ergot standards 
for only the highest quality 
whisky eatablished by ir 
founders 

The name Johnnie Walker 
ond the image of the Sinding 
Man are icons unmistakably 
Familia from any spot In the 

bar in 

swanky 
Caribbean beach resort or a post 
New Yo hie 

These lave been register 
denar ong before dhe city 
‘oF Meenas, Nike and Coca. 
ol 

AI hee, wehading Johnnie Walker's ober nique 
tures such as se sana lel and he square bol 
simally commoticate progres 
mescoly. The power of tony, coupled wi 
hens 
Westem worl eost ecogmenbie terial ein e 
Philipines. 


mets thal the 


planet, be it a sms 


Katmandu or a 


substanco, and 
aieh 
ye, i what elevated this brand into one of the 


THINGS YOU DIDN'T KNOW ABOUT 


JOHNNIE WALKER 


* Johnnie Walker sells 11 million cases of whisky 
each year. Placed end to end, that's just about 
‘enough to make a line that stretches around the 
lobe. 


^ Take famous cartoonist to lunch, buy him a drink, 
‘and thon ask him to draw on the back of the ment 
2 figure that personify your brand That's how the 
Johnnie Walker Striding Man icon - one of the 
‘aries globally recognized advertising symbol vas 
bor. 


Sir Winston Churchil, one of the most important 
figures of the century, and an avid scotch whisky 
‘connoisseur, made a 1932 painting which he 
entitled "Bottlescape". The model for this sti ie 
painting was a bottle of lack Label, said fo be the 
drink that inspired him to paint. 
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THE MARKET 

Filipinos, Ie mast other cultures, placo a 
premium 09 valve in thei meal choice 
‘They demand ne ony fast-food conve- 
ence but reasonably priced meals as well 
Inoue increasingly urbanized culta, tis, 
in fact, expected. 

‘But more than valar, there ix ooe over- 
whelning factor upon which Filipinos 
‘ake their mealtime choices: the dine 
Pinoy panlasa, or tarte. The unique 
“rund” taste Filipinos seck na combe- 
bon ofsaltiness and o vcet-sour Navor. 
"He ame distin taste that has become the 
foundation of Joilibec’s populanty with 
Plinins everywhere 

With ranewesd optimam ine county's 
ecomomy lib expecta to strengthen its 
vot leadership by opening mose rei 
ovens 


ACHIEVEMENTS 

From honble ening as a mom and 
opopcratonin 1978 Jolibee has rpdy 
od steadily grown ets one of e most 
sies corporations inte Asia-Pacific 
reo, Jioc surpassed the #500 ri 
Jn les oak and pied he ronka of 
Toy 500 Philippine Corporation in 1984, 
d was àn the top 10 by 1987; andit be- 
came the fit Pippi tast food chain 
Mo tuea e Pl bilo sales mark i 989 

The buie rcc of Jolie us cugh he eye of 
many ea an ntemitorlrganaton respins pres- 
igions awards through the years for management 
cline prodct usine mova. ad responer- 
Peas to consumes’ demande: For sx consecutive year 
the pin has baen ramad ome of the To Ten Pli 
c Corporations by Far Este Ecrome ves rant- 
ing number ane in 1998. 

As of id 1999, Jollibee has over 330 stores in its ses- 
bet, ith icem doing bk business ove. rs 
opened stores im Indonesa, Guam, Malaysia, Babrai. 
UAE, Kuwait, au Anbi, Hong Kang, China, Viet- 
am, Papua New Guinea, and in the USA — md pls to 
open many rer in the ven fature 


HISTORY 
n 1975, the Ta fiy pt ap ro ice ream ptosis 
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Jollibee. 


Cubao and Quiapo. Two years and five branches later, 
ali line of sandwiches was inodoced, of which the 
sorry hamburger wa Be (tst zelling. Taking cuc 
em this, the Tan's converted the business into a ham- 
harper fast foori cham 

This was the humble begining of Jollibee, now. 
‘he eocotry s leading fast food chain with 400 stores 
nationwide and over 20 sores overseas. The hame- 
Brown giai that has made million of Filipinos umile 
with s great [ood and service 


THE PRODUCT 

Ie tke te 70s, toast the sce cream but the Ramborger 
‘tips amd origina) spagheni sace that kept customers 
coming hack to therr stores. Since en Jollibee has been 
adding wits mene deicscns ond affordable products that 
imdeles the Filipino taste beds such a Palabok Fiesta, 


BurgerSteak, Pech Mango Pie and B 
nana Langh Pie (hich won Best Product 
‘Award in 1997), and the most popular 
 Chickerjo.Joliees "Brcofast Joy in- 
hoe well-loved Pinoy breakfast ites ke 
‘cone beef, ongaunis (a local sausage), 
d hotdog. al served with sinangag (ga 
le ed ace) and fred ogg on th side 

Entering he intrnauoma scene however 
‘mena sgh adpsimentin mew ffs 
Jolibee products that customers in other 
euntes enjoy ane he Sea Tene, a fish 
burger patty: and several versions of 
Chicken Cuny, 

New product are continually Being i 
rodu and modified to satisfy the cu 
tomers’ changing preferences and sts 
amd cach product i prepared aecording 1 
‘he company's Gold Standard of quii t 
ensure customer satisfaction. ln 1998, 
Jolibee received the 180 9002 Conifice- 
"on frt frozen pty line — the Fst and 
aol fast foo chain to receive hk dine: 


RECENT DEVELOPMENTS 
Jolibee Foods Corporation, the cour 
exti fed busines, investing ome 
billion for e opening of à new man 
facturing and distribution center in 
Carmela ), Canlubang, Laguna w support 
‘he company's expansion network espan- 
Sion Iti he company s biggest so fir, occupying a 10- 
cure aca i the basting Calabarzon ana 

The complex is the company hint und vil service 
abo 100 stores Jllibee and Greenwich combined) i 
the Luzon area, while another facility in Cebu wil con- 
tinne to serve the Visayas and Mindanao regions. 

Jolibec's strategy to expand is commissary system, 
which is the Largest of its kind in the coumry, provider 
the company wit competitive advantage in sng 
ning its market leadership. This systern allows the com- 
pany o manage the supply requirements af its stores by 
assuring eficent manuficuring and distribution open 
"oes to eet growing demands ofis reti chains. 

“Ta Jolly Kodde Meal, which was rodoced as back- 
Joschool and Christmas promotions in 1996, siso became 
a regular item. The combination consists of Spaghetti or 
eger Yun, asofideak and a collectible voy; b response 


to customers" requests, Jollibee came out with the 
Cikenioy Jolly Kiddie Meal in 1998. 

The growth and expansion of Jollibee into itera 
"oral errors calle Fora we look”. In 1996 the 
Addison Design Consulum were enlisted to facilitate 
vfus which covered everyting 
from new logo 0 up- 
dated store color 
schemes ond layouts 

Jolie opened ts 
first US store in 
Daly City, with » 
ceremony cet- 
tating be Phil- 
ippine Centen- 

ol Further expansion in the US ix in the pipeline due to 
very encouraging market repone 


PROMOTION 
Differentiating self fom as American competitor was a 
very challenging task for Jollibee im the early Ms Then it 
var discovered dat Joliber's edge against competition 
wn the Filipino standard of good food Filipinos go fr 
Hoods that rcl delicious and have ø rih Maver. Most 
lios found McDonsi's burger bland compared to 
the savory burgers of Jollibee Thus the ith of e len 
running “Langhap Scop 


sobing Jollibee 


(delicious taste 
indura) veia 
campaign in 
1983, whieh s- 
'ab shed Jollibee 
asa uniquely F: 
pino food chain. 
The campaign re- 
mains suecesstul 
sr many years, and the term anghap-srp has become 
porto Pinoy vocabulary. 

‘Aside fom the delicious meals, grent deals and atra- 
eic advertising now keep the leading fst-food chain on 
‘op. Premium tem enhance the Jolliher expenence es- 
pecially for children. More than just toys or incentives 
some of liber promotional items have become clas- 
sic collectibles, 

rou! of its heritage as a 100% Filipino company. 
Jollibee sms to make Filipinas cherish therr own in ev- 


ry TV. print, radio or billboard ad. Even lier seven 
lovable mani erbaly vales tat F lunon okt dar 


I 1997, launched e Kays Ma, Kid” ("You Can Do 
Kd) campaign ht strives to encourage children 1o 
come ter persons by tiling a them potis Fl 
poo values 
Jollibee is ato involved i many lea ioco civic pro- 
gran, a testimony of Jollibec's service vote Filipino 
people beyond good fond and fan 


BRAND VALUES. 
In posit of Jolie s vision to be a global faod service 
leat, we focus all our effort on one suing principle 
Total Cusomer Satisfaction. To this emt, we are commit 
testo make Total Quilty a way of ie; 1o reduce Tol 
Cycle ume: to mastas Soperty prodit and man: 
facturing: to advocate and practice Cost Efficiency: to 
Erpowe ali in participating. in a cooperative and cre- 
sive wodbpace: and t be Responsive to the comumunty 
aed caang to Be encement 

Through the yeas, Jollibee has evolve, adopted new 
sstrolopes snd cspidodoperitom strand witout ko- 
ing is Filip imagery. To a ny ration striving to fied 
its place on the weld map Jolibee has not aly become 
2 oye of good fond, but also a constant reminder that 
“The Filipino can" 


THINGS YOU DIDN'T KNOW ABOUT 


JOLLIBEE 


Jn 2000, tor the third consecutive year, the Far East 
Economic Review cited Jobe as one of Asia's leading 
companies - Topping the Philippine list. 


In 1993 Jollibee became the first food service 
‘company to be listed on the Philippine Stock 
Exchange. 


The first Jolibee mascot s appearance was in 1961 
at the soft opening ofthe second store in Cuban, 
Quezon City. The occasion was graced by Jolibes 
Mc Yum, Popo, and Mico. 


Eogs-travagance: The Jollee commissary in Pasig 
City uses an average of 38,000 eggs a day. 


The Jolibee counter person travels more than half a. 
mile going back and forth from the counter to the 
warmer, 


The Jolibee mascots ong-playing album, released 


in 1985, soid 25,000 copies, while the more popular. 
cassette edition soid 40,000 copies. 
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THE MARKET. 

Under be ieratonaly famous band banner of Kon, 
California Manvfsenrimg Company (CMC) 
manufactures ind markets a wide range of flavor- 
enhancing products ewential to make good food wsie 
gna 

Knorr has bevome a howishold name in 1 
Philippines. Whether tbe using onc of the wide range 
‘of bouillon or pre-med pachaged soup m the Lachen. 
20 aking aitional avr at he dining tale wing one 
ofthe many laid seasonings available. thoughout the 
Jand, in oca dialect or English “Pass he Knorr”, has 
Wesome a conv mon pheac: 

Although ihe ta Knorr resips were rom Europe, 
the research and development kitchens of Knorr have, 
over the yearn, produced prodwets that are uniquely 
Filipino 

Keeping i step wih he creasing pace of modem 
ie, Kore delivers the delicious tae of home cooked 
mests rough the use of eth cubes which alao offers 
convenience, as it saves the housewife hours of 
preparation time 


| j 


in spite of ever-growing competiion Filipinos have 
always relied Knorr. The quality is sa well known 
‘tit has become ome of the most trusted rand in the 
owscholá. Market wrowth is assured not jost because of 
‘population crease but also on Ihe continuing policy of 
Koorrtokeep in step with the noes ofthe imes. Market 
research and product development sways ongoing to 
‘enmare hat Knorbcays testo the coins evolutions 
ot Filipino ates. 

Koor products are aso an important part of 
CMC's Caterplan buses, which supplies commercial 
Kitehens and hotels with products specially developed 
to svit their needs 
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ACHIEVEMENTS 
Knorr Liquid Seasonings were introduced into the 
Philippines in 1967, when CMC merged with the US- 
tse mutational company. Com Products Corporation 
(CPC). Pato tis merger meant tha many prouet hoss 
became availabe for manufacture a be Philippe. 

From dur bue, CMC not ony mccesflly produced 
and marketed ihe Liquid Sesonings no monter one 
position ie the Philippines, but more import 
developed a range uf broth cubes to provide umque. 
avons requin i Filipino cuisine 

A maor cen welcomed by liio howseholds 
th nae aad oveneas has been sutras of koor 
Tamarind Soup Base, chuninating the complicated 
reparation of the famous "sinigang" rom scratch oth 
Cubes and Tamatiod Soup Base hive acheved the lead 
the market 

Je 1994, a numberof top executives of CPC tovt. 
‘aces scaterd all evr the worl, declared that CMC 
retail reg and presence Were the bes of any aile: 
‘hey hod ever ined 


HISTORY 

CMC commenced operations in 1955. A group of 
Pascimes, sone of whom had heen perier amd 
disietors of American food products were diesel 
shout à otal ban being imposed by the Philippine 
goverment on the importation of processed food 
prodac. 

Under tbe wing of resident American, Charles 
Ciuman, Bey investi a factory a Mk, italy io 
produce Royal Pasa under cense The following yet, 
CMC obtained a license to produce Lady's Choice 
products Operations satin to expand over hee 
sce, wth the addition ofa refimag plant a Paaloque 
tw produce base corn vits. Today. CMC operates in two 


eifcniog plans - dite of te a salad dressing 
cii at Gateway Industria) Park an Cavite and he Las 
Pias fcit wich manufactures Kaore Ladys Choice, 
Best Foods, Roye and proprietary products of Caen. 


The history of Knorr in the Philippines really begins 
in 1967, the year when CMC was merged with 
‘international giam, CPC, becoming one of then 40 
affübes throughout the word This merger allowed 
CMC vo expand its produci range dramatically. Know, 
eriginally a Swiss branded produci, vs one of thos. 
ones 

Tr 1969, Knorr Chicken Broth Cube was nase, 
and became an tant success. Over tbe next I0 yen, 
mher bouillon cube variants followed - Beet, Taman 
Shrimp, Pork, sd ocenily. Fish. 

Emery imo soups was made m 1973 when Kuorr 
Chicken Noodle Soup entered the market. Similar toe 
Tamarind Soup Base, shis was one of the local 
developments that were uniquely Filipino. This produc 
‘wast finally force Royco Chicken Noodle Soup out of 
the market. 1974, Ctrpln wasestblshed by CMC, 
16 which Knorr products were an important pari 
‘Caterplan was able vo revitalize distribution of CMC 
products to institutional food accounts ike hotels, 
restaran and cafeteria, and devel and market new 
proprietary formulas talord to fi these enablishiments. 

The Mis wero an amazing me for developing new 
geodoc! lines, with she section of vanous Chinese 
Soup varias. It was also dring this time that Knorr 
Chicken Sopas was inves to extend the soup line 

Under the umbrella of OMC, the restweruring of 
distribuon by using contract warehousing in 1990 
dramatically affected the mles of Knorr products, as 
Availability no longer become a problem, 

From 1998 0 2001 the range of Liquid Seasonings 
‘was widened to include Gale, Ba-B-0, Calamansi and 
(Chil. Knorralso ventured inmo the fast nck food market 
With the introduction of Cup-A-Soup and Cup-A-Srack. 
Both requrod he addition of hot vate eae in their 
‘own mini but were also made i hans, easy-to-carry 
singlesceve sache 


THE PRODUCT 
Knorr produces many und varied flavorings and 
eonsamabe products any single one of which would 
classify Knor as a Superband. The major products are 
as follows. 

nor: Broth Cubes have become an essential addition. 
Jo many cook Filipino and Continental dishes. Knor 
Chicken Broth Cubes. Knorr Beef Broth Cubes, Knorr 
Pork Brot Cubes, Knorr Shrimp Broth Cubes and the 
nigucy Filipino Tamarind flavor have Been available 
dor many years, stocks of which are carried in most 


domesicandcommercial kitchens othe Philippines. The. 

lies variant, however, is the Knorr Fish Broth Cubs 

Which combines the real meat taste of fesh Fish with 

pee herbe ond spices addin superb nne to al 
sh and seafood sony dies. 


sr Lipid Senecio wot jut Bix sin oed 
prepuation but are a firm favorite with Filipinos as a 
condiment as well. The most popula is Koor Liquid 
Sessoning, a soy-based sauce that combiacs Favor and. 
aroma, nthe pst when usong Knorr Liquid Seasoning 
as a dip, customers would add calman andor chili 
depending on their mmie Knorr made hfe so mucheaser 
by marketing variants that already contin these flavors 
Thus, Knorr Calamansi, Bar-B-Q and Cili were added 
Wotte range, The lus Knot Liquid Seasoning to be added 
was one appreciated by cooks, Knorr Gare Liquid 
Seasoning, a soper way olt any dish, 

For home cooking or consumption, the Knorr 
Tamarind Soup Base is very popular, as Filipinos are 
extremely fond of he sour bot spicy ist of aman in 

aen 


A pioncening venture of Knorr was tbe iirodoenion 
‘of Chinese Soups, which are available m 6 appetizing 
variam: Pork and Mushrooms, Nido Oriental, Chicken 
amd Corn, Ham and Com, Crab and Corm and Hot ant 
Sow soupa, allowing familhes to experience at home the 
same favor and aroma offered in tbe best Chinese 


‘Wha i comes to astane soups, Knorr i definitely 
We leader in the fehl. Wide ranges of instant soups are 
offered, packed either for family or individual 
consumption m convenient sachets, Knorr Cup-A-Soup 
has proven extemely popular, as the sachet can be easily 
cammed and only requires hot water to be aded ro relish 
aep of delicious creamy soup. Its offered in d varant: 
Cres of Mushroom, Cream of Chicken, Cream of Com 
and Cream of Seafood. 

Anaddtion to is range was be iniroduetion of Cup- 
‘A-Stach an equally fantasin and delicious snack peret 
for those with busy lifestyles, Choose from $ 
‘mouthwatering Filipino sacks Aro Caldo. Beef Goto. 
Champorado, Gumisang Mais nd Chicken Sopas 


nom also markets a rasier of specialized sues 
and favors or be profesional catering industry under 
Webuscr of Caen. 


RECENT DEVELOPMENTS 
Development of s exacts san ongoing aunty for 
Knorr. One mujer achievement was being in the fst 
M0 Pipe componi to receive 1S0 9002, proving 
that the mastering vada were mong the fies 
in the world 

Proving to be very popular has becn the recent 
atrodoction of Cup-A Soup and Caps A Snack allowing 
busy people to emoy a nourishing and flim ho soup 
cor sack by just ang hot wate 

The cel iatodced Koor Fh Broth Cube noe 
allows btock based does to have a flavor antt 
by any pleasant “fah use. Tho try brings ou the 
rel delicious goodness offi 


For Kno product development uy is n enqong 
operation hat agaressvey develops products peared o 
helping make he life ofthe Filipina housewife more 
pleasant, both and ou of the kitchen 


PROMOTION 
The people bein the Knorr band are very mach aware 
‘of the need to the public know about he variety and 
quilty of product. AN forms of avenisng mds 
ae used, bot atonal rma and below-the-line 

Caredyroanng ane a mmber of spy produce 
twlevinon commercial culi the benefit of Knorr 
Broth Cubes, he Tamarind Soup Base and Cup-A-Soup 
and Cup-A-Snak 

Knorr has aho pioneered a number of Knorr 
Merchandining Conta spermirbets throughena the 
country, which his creatos an cverwtcimmng mpat 
among consumers 

One very popular marketing activity which bas 
rough Knorr closer to the hears of tbe boe ics who 
Jive in often times hard o seach provincial areas. she 
Knock-Kncck Surprise. focally well-known talent 


wouid. on camara approach at random a house and knock 
onthe door. When be surprised and defghed housewife 
nswore it. cy were asked if they could produce any 
Kort Broh Cube veris. IE they were able to do so, 
Mey were invite vo jin a sample matching game of 
dies wi the corresponding Knorr Cube variam This 
tas ben a truly erative and exciting way n further grow 
and expand he market through educational we of Kno 
[roth Cubes. This concep has now been taken o far 
avay provinces where it is known as “Huli Ka!” as 
contestants are approached nthe public market as Wel, 
Kr also conducts regular coking demonstrations m 
various wages and mameipalites ro the “Sarap 
in Snap” cooking activity 


BRAND VALUES. 
Knorr i mot just Philippine Superbrand, à v ny 
ntrrational s well In over forty couticsofive wor, 
the Kamry brand nme is rocopized as fering produci. 
which ae superi in quality o any oer 

Theres no doubt that mor consumers prefer Knott 
above otber. iespecive of price, s they lave full 
eomfience f constancy i tae ond prodct uly 

For any brand to chere iat re 
approval, takes noi just th right marketing mis, but 
years of reat team ork, sheer hard wed and itegniy 
35 well. Truly, Knorr has earned is position an a 
Superbad, 


THINGS YOU DIDN'T KNOW ABOUT 
KNORR 


The Knorr brand originated in Germany and 
‘Switzerland and was acquired by CPC Intemational 
in 1987 


‘+ The mother company of Knorr and CMC ie Corn 
Products Corporation Intemational which originated 
as a merger of wet com processors in the U.S, in 
1907, 


* CPC sales from all affiliates now reach wall over 
$10 bition per year. 


‘+ 11997, CPC international spun off the corn refining 
business. With the new consumer foods business, 
the company's name was changed to Bestfoods. 


‘+ Last October 2000, Unilever acquired Bestfoods. 


Intemational worldwide, thus the new resulting 
‘company is now named Unilever- Bestfoods. 
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THE MARKET. 
n re Philippines, Sanitary Pads cout for 70% he 
Vor Feminine Care arat while Pa ier ake op the 
remaining 30% 

The poewial growth Fr he wankers huge, Antic 
o1 st dependent on population growl or geographies 
‘auton alone cmo Vat cut o b more han 
24 len monza females the coer. only 457. 
Mem me feminine pads Thai ciue SI of Fas 
venerat as sl use "pesado" 

This non -disposable 


ACHIEVEMENTS 
Until KOTEX commenced manufacturing in the 
i 1964, the use of the “pasador” was 


pai materials and developed scictifically degno 
‘ds Rat mained absorbency ind allowed the wearer 
of he pad o mave round m sofort 

I is no wonder tht in The HO"s America, the 


OTE band was he generi rame for sanitary pads 
‘When wonnen Doug hem in stores, they woul ask f 
‘OTE who they meam thay would like to purchase 
aor pods 


HISTORY 

Jn January 1964, the American company, Kinbert Cla 
Corporation, acute a controlling teres i he Local 
Pimpin comps, Hypleme Prodet Inc. twas om 
facil in Marin that he fist KOTEX Pad wan 


fom of sanay 
protecion is merely » 
Peas ot colder 
sev meson heid m 
place by safety prs or. 
stings rove e 
wan rch ae. 
isa forras. 1 
itn his markat ar 
Kimberly-Clark 
Pilipinas ne. CP) 
‘namics and sels 
KOTE, the most 
wellknown brand of 
Fein Cae poets 
Mhe coy 
KOTIB samo 
lime pads for 
Senor metit 
protection (KOTE 
White Pade and 
KOTEX® Pads) and 
Pain for every 
freies ad em 
(KOTEXW Presh 
eb amines. 
CPN se the 
regionai 


source of 
KOTEX® Freh 
Bees ners 
since the prodast's 
Jaunch in November 
200. 

exports this 
rove ta s Southeast 
‘Asian affiates in 
Malayan. Thailand and 
Singapore. 


Don’t. Let a pe.riod. Stop. You. 


Inch together with the 
KLEENEX range fisso 


Ins inroduced NEWTEN®. 
Pas inthe miU, which 
lstor om became the erin 
the Pads category In 1997, 
KCP ached NEWTEX® 
Whiter 


KOTEX® nam 
‘vantage ofthe KOTEXW 
brand hee. 

‘Over e years, KC 
bnserpundetand diversi 
its operations va include 
paper napkins, (SCOTT 
EMPRESS), bathroom 
Mimes (KLEENEX, 
JOY®, ACEN), disposadi 
diapers (HUGGIES® and 
KIMBIESÓ and other paper 
suc both or consumer 
and indus requirements. 


THE PRODUCT 


en prefer the 
samme things. To cser to their 
individual needs, KOTEXR. 
produces teo Kids of pas 
~ KOTEX® White* and. 
KOTEX Pads 

KOTEX Whitethasw 
softy cover that quickly 
absorbs fluid and Keep it 
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discover 


the 
amazing 
oval 


thing 


— > 


une the pad ro the wearer continues 1o fesl clean and 
diy. Wales has a ume feature. esl recognize to 
ihe user, which they call he “oval thing in the ie” 

cally a combination of lard chamei ad o 
Super~Absorbant Layer (SAL) which Keep the nd 
Win the area bus preventing embarrassing side ond 
ind wins, 

KOTEXE White" is longer ihan other pads for extra 
overage The ining has microspores and is therefore 
“treatable”, kiting air pona through the pa bo keying 
onyfidimide KOTE White has a variant far every 
ponite ned - Longer Mani, Longer Sli, Exo Long 
Maxi and Extra Long Slim. All varam are alo ovale 
wih Wings 

KOTEX® Pads, on the other hand, has a very 
comfortable cotuny sot cover 

KOTEXE Pads as he "he Safary Zone". all- 
around chuneh and a bluecolerd Soper-Abirbent 
Layer (SAL), fis available im Maxi, Maxi Wing ond 
Overnight vacans. 

KOTEX aho manuftetures KOTEXR Fresh 
Iestyble Panties Ii the ft amd ony bed of 
pulis in the Philipinas o come ot with fil range 
‘of breathable variant. KOTEX® Fresh is ao the at 
and oniy brand hat nth 100% cotton-cover varant 
Other vari ane Regular, Seened. Longer & Wider and 
‘Ula Thi 


RECENT DEVELOPMENTS. 
“The year 2000 vimessd two major developments 1e K- 
(CPL The Fast waw the relaunch of NEWTEX Whie* 
6 KOTEKIB White and the second wax the lunch of 
KOTEXW Fresh Brest Panties. 

Research and product developmen activtiesas well 
_asaggrssiveaiversing rd promotions were boosted 
to provide support to these eo brands. 


PROMOTION 
KOTEX brands are promoted on television. radio and 


BP a 


pert os weli as a onc taditmaladvrtang venae ch 
a cinemas and bilibostds. KOTEXI also implements 
konsumer promot like product sempling, product 
demonstrations, unpack bundling and push gi 
ployment 

KOTEX® pron speci events suchas Women's 


Month, Feminine Hygiene Awareness Weck (in 
‘noperation with the Department of Education, Clare 
nd Sports) sd Mother's Day adde from school lors 
tnd provincial esddbows. KOTEX les alo oed a 
partnership wih be Deparment of Educanon. Cultus 
nd Sports (DECS) 1o plement be “Sting Right™ 
propia 

“Staring Right” is a aatomid Fein pene 
ocior progran designed i tai school nurses and 
‘exces on ow to decite grades Send tae outs 
onthe poy lope am pycholopesi changes brought 
‘on by poer 

The program has been ongoing forthe past 13 years 
sd tas sache over 2,00 ducatons and 30.000 schools, 
‘benefiting more than 10 milon schoo! children since 
v. 

In July 01, KOTEX® lanchzda second feminine 
Ingen program in coperti eh reo oher feruna 
ore pants, Splash Manufacturing Corporation and 
Triumph tniernssonsl Phisppince This educational 
semen tapers female hiphohool deri aad s aptly 
marci “Big Siten”. 

Jaime to help young girts po trough the dico 
Period of adoesccsc by adressin their concerns about 
sowing up, eluding proper niim cre aad pene. 
At each school visit, shor wik a delivered by a reu 
person and an open forum with representatives of ihc 
three companies is chd “Big Siers” is being piloted in 
JS private schools in Metro Manila n 2001 

KOTEKA is also a majar sponsor of the Annual 
Convention of the Philippine Obstetrical and 
Gypecniagical Society (POGS) Since 201 marks only 
the est year of sponsorship. K-CP hopes tat a deeper 


rehtendip between KOTEX and POUS llb ord. 
ia he years 10 come 


BRAND VALUES 

Wih ea peosenng torn eins vene eduction, 
KOTEX would lr to be soen as a knowledgable d. 
reliable "In Soter to ail young women who are about 
"o have tel firs emsrval period and are peeking 
information about it 

‘With ts hong rand erage, KOTEXY w asocia 
‘wih dependably - it ix a product hat perfor well 
d gives more than what expect. 

Mowever: since KOTEX product deliver superior 
produci performanse, iv perceived Be pomum i 
pres. a challenge vo haer ihe hand iuge of 
KOTEXW as being expensive, 


THINGS YOU DIDN'T KNOW ABOUT 


KOTEX 


* Cellucotion, a creped cellulose wadding that can 
be used as a substitute for coton, was invented 
^y Kimberiy-Clark Corporation. 


* Cellucotton was used in the First World War for 
bandages. Army nurses at the front, however, 
‘began using wadded bandages of Callucotton as 
sanitary pads. 


* fter Wi K-CC introduced the first-ever feminine 
pad made of Cellucotton and fine gauz 


‘+ The product was trademarked Kotex on 
‘September 21, 1920. 


+ One dozen napkins, housed in a "hospial-blue" 
box with “Kotex” on the front were initially sold 
for 60 cents. 
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LACTACYD 


FEMININE HYGIENE 


THE MARKET 
cul A — 
Me erae 
compare it to washing one's heads to stress its 
importance. And just like washing their hands, they 
m 

‘The practice has been ingrained in the Filipino 
Uer aie 
URL DAT rS 
Ad 

Term e 
UR EE 
bear 
rum 
memi 


countries who wre only sprays, napkins, and powders. 
Hi ife has changed Filipinas, especially the Young, 
have become more independeat. Aways in motion. 
Daring, even, 

And bringing along iei eder “tabo” as they 
‘conquer ihe new world will not be cool, not 1o mention 
inconvenient Vet, the atinde they have developed 
Towotés freshness and cleanliness remains They just 
‘want an slerative. Meanwhile, the majority sill 
persists ia using their soap and water. 

Jo 99, scing e change int Filipinas este 
and thence to finally adress the mereasng umber 

of vaginal infectioes in the country, Sanofi- 
Synbelabo introduced Lactacyd Feminine 
Hygiene. is entry into the market and, more 
imperant mothe comscrousnes ofthe Filipina 
created a demand and, eventually, a product 
category: Is success did not happen 
‘overnight though. as the habit of washing 
ith soap and water proved, as the 
saying goes hard to 
break. But Tike 
oiher fists, the 
brand, jn time, 
became the standard 
With which every 
Filipina measured 
‘the ering abes 


ACHIEVEMENTS: 
In jx a fow yours 
fier ts troduction w 
the Philippines. Lacey 
Feminine Hygiene has 
accomplished shat some 
of the work’ gea Brande 
tok decades to achieve — 
the No | position. 
‘Compeition also contnbuted 
Vo its formidable position by 
‘ot irodang their brande 
earlier. As a consequence, the 
brand has practically been 
allowed to make inroads in 
ferent markets starting iom. 


the most important ones ~ the hospitale and lini. 
Lactacyd immediately eared the must of doors, wh 
‘racially pushed the rand ots present postion by 
prescribing i vo their paints, 

n 1999 and 2000, SM Supermarket, the biggest 
reale in the county, gave Sanofi-Symthelabo the 
Supplier of the Yent Award for helping boost the sales 
in the mal supermarkets, Today, Lactacyd is the No, 
| feminine wash in the prescription and consumer 
marketed tli the most prescribed brand by doctors. 
king the Pippi subsidiary of Sanofi-Synihelabo 
the No. ele of Lactacyd in Asia and in the word 


misToRY 
Lactacyd was introduced in the Philippines in the 
19205 an a purely ecl product, promoted ony o 
OB- Gynecologist o help rem vaginal infections, 

As koxirionis about the efficacy of Lactcyd 
aped from pant to doctr and From one doctor 
to another, tne band became tp of mind as the No. 1 
OB-Gynecological vaginal wash. 

Then in 1992, fer string i ial market 
Sanofi-Synthelabo decided ta launch Lactacyd as an 
Over-the-Counter or OTC brand with its very fint 
print advertsing campaign, 

Even the company’ did not expect the hup aes 
volumne it generi. Attend of ht yaar, Lactacyd 
became a widely accepted brand,» significant 
ekirough that indicted a hi iom the century: 
old practice of using soap and water to Lactacyd. Even 
the competition began noticing. But it was too Iate. 
The brand already owned 90% of the market. 

1908 marked the year when SanofiSynihelo 
launched their biggest advertising campaign. It 
nce television commer a serie of al color 
pri ads and collateral materials. Aler a year of 
averting. the brand achieved a 6% sales growth 
over the previous year and 30% in the succeeding two 
ve. 


THE PRODUCT 

A woman most intimate rca naturally produces lactic 
‘eid. This lactic acid provides her with a defense 
against irrition, iching. soreness, unpleasant odor, 
‘and infection thar could be triggered by washing with 


Vaginal Antiseptic 


‘soup, monsirustion and menopause, and even sex 
Lactneyd Feminine Hygiene contains lactic acid that 
helps maintnin the vagina pH balance and natura 
protective acidic state. Itl contains betoserum. a 
silk extract that complement the beneficial effect of 
lactic aid. With natural, mili based cleansing ages, 
Lactacyd gently cleans and con be safely wed daily. 

Lactacyl Feminine Hygiene, a product tested and 
developed in France is the only brand trusted and 
prescribe by doctors for over 15 years now. More 
and more Filipinas who want to smell cleaner and fec) 
fresher — all day - use Lactacy 

For women who are always on the raad, there is 
Lactacyd Feminine Wipes. These are individually 
‘wrapped moist towelletes treated with the same 
Lacscyd ingredients that naturally cleanses, refreshes, 
and protects a woman from odor and itching. 


PROMOTION 

Despite being sn OTC brand, the doctor remains 
play an important role in the promotions for Lactacyd 
Feminine Hygiene. Television and print advertising 
Continue to focus on the medical hentage of Lacey 
Likewise, medical representatives sill regularly visi 
OB-Gynecologists 


To further strengthen this foothold, Sanofi- 
Synthelabo and the Philippine Obstet 
Gynecological Society (POGS) formed sm alliance 10 
educate women in the prevention of certan diseases 
associated with inadequate or inappropriate clcaming. 
ents and incorrect hygiene proces 

The PR and advocacy efforts stated the first-ever 
public awareness campaign on feminine care en 
television with the 1999 Miss Universe Fist Runner 
Miriam Quiambao, as Lactacyd 
spokesperson. Medical vido presestavons and keeture 
tours are also conducted in hospital, schools. and 
offices around the coy 


up Ms 


BRAND VALUES 
“The sgecd Filipina adition of keeping fresh and 
clean was graded toa higher evel with the creation 
ofawarenesso correct the practice of using soap and 
water Even doctors agreed that proper feminine 
hygiene must be taught 1o all Filipinas that POGS 
hose to be part of the concer to sirengthen the 
awareness. Through the year, Lactacyd Feminine 
Hygiene has become a part of most Flip’ diy 
hygiene. It remains to be the No. I feminine wash 
prescribed by gysecologius. 


1 ` 
1 verum ‘oe 1 
oo 
cet i Y 
nd ion ^ 


THINGS YOU DIDN'T KNOW ABOUT 


LACTACYD 


* Through its early introduction phase in Ethical 
promotion up to the time it launched its first TV 
Campaign, Lactacyd was handled by a marketing 
"eam lead by MEN! 


‘= Lactacyd is mildly scented with an "orange scent" 


‘+ Sanof-Synthelabo, the makers of Lactacyd, has an 
on-going campaign on feminine care with the 
Philippine Obstetrical and Gynecological Society 
(Poss) 


* Lactacyd's extensive research lead to the 


introduction of a *no-rinse Lactacyd," Lactacyd 
Feminine Wipes. 
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«5 LG 


Digitally yours 


THE MARKET 
The clecroies and bome appliances 
market jn the Philippines is highly 
‘compete More and more players are 
'cmering the market every yea, ll 
competing Vo win he patronage of à 
sonvetines ficlesminde bring pubiic 
And because many Filipinos have the 
ponchist to follow tends, conpetng 
sompancsarecompellltoconimkwnly 
morae. 

‘Although  rehively young brand. 
LG Ekeronies stands owt by viue of 
{ts dedication o innovation Gud by 
‘ite "Digital LG" vision, the company 
devotes it resources 1o e advancement of dnpiit 
technology. LG i fem in ix commiment to proide 
osmmens wh ecient ad wer fendi products tot 
Will make modern-day life more comfortable and 
anaes 


ACHIEVEMENTS: 
Since lseitblihment over years ag, LG Econ 
has been leading Korea's consumer electrones inda 
Ti ler, toling a mere USS59,000 jn 1959, have 
increased yearly reahing over USS14 billion i 2000 
‘The firs company a Konen to produce vacoun-abe 
‘aioe in 1999, LG Elecronicr vasa the first Korean 
conpony Vo produce relrigerators, Bckand-white 
televisions, airconftionrs personal cores and CO- 
OM drives. aceumelatig rested chnologis. Thoagh 
easels research and development, the company has 
become a word leader in diga clectronics, developing 
‘he wort fis IC for digital TVs in 1997 amd he 40- 
inch PDP in 1998, 


In be Philippines. LG Electronics has grown 
remarkably under t lec joitseeure company, LG 
Collins Electronics I curremiy ranks among rhe top 
serpanicum commerces and horne planes. 
being among the top 5 in color TVs, fog 3 in air 
conditioners and washing machines, un is ihe rate 
fend roro eftgeratons 


HISTORY 

In 195% the modem era oF he ciectromies indusiry Bogan 
in Kore, then a country fering fora the vestiges of 
‘he Koren Wir, With the birth of Gold Star. The sang 
coumen tothe promotion of slotom an aset 
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gurit eodem Me -by the hs citum Unt Koo, 
came the going light vo fostering the clecuoncs. 
mre Koes Ard si peres sp into 
open ne horizons forthe Kevean ecronis induary 
and han non leid hack ice 

1n 1995, the company changed is name from 
Gest 1 LG Eiemcaes m order esti a vew 
rand ideney tat ved sa campaign 1o become a ay 
letal company Merging with LG Information and 
‘Communes m Seber 200, LG Btonis mow 
anit compan unde an ocn bed Nae 
agement vem The somes sre Dial 
Display. Digital Appliance, Digota! Media, Digi 
‘System, Mobile Handsets and Digital Network. LG 
Blstoecs wo has ovr 55000 employers working in 
Hosetcos buianes  mareting wu und the 
wer an wel sit hotest wasn Korea 


THE PRODUCT 
LG Ekcromcs rmanafactures gedocs atr as diverse 
asthe company iei 

LG crentes are dimension in home certian 
sith vid range of sudore products at ithe 
neod of every consumer. The PLATINUM fine of 
conventional teles lom aimed at the mass market 
provides unique features thal no other brand can match. 
Its “Golden Eye Pus" feature incligendly analyzes 


"SWING seevison cape wih abun sive base: 
Fer thse wit dacriminating taste, LG offers the 
FLATRON tue fis TW This fatsrcen television nó 


‘only offs eyesin amt distro dr 
images, it lo has oustanding features 
auch as Digital Eye, Dial Conb Fiter 
Dymanie Focus, Digital Avdio Sound 
Processor, Sound Equalizer and Dome 
Sese speakers. Al tbese wd ore prove 
LG FLATRON superiority over it 
competitors, both in picture clarity and 
ound realism. LG aloha the FUSION 
‘which combines the technologies VHS 
and VCD. With tis product, a person can 
record VCD o VIS with just a push ofu 
‘baton, play MP-3, and sing-along with 
quio. 

LG has also introduced the tst jn. 
Dome karaoke system The NKS fetes the intest in data 
compression technology: storing over 3.000 npron one 
CD dise. Literally punting up arant tounge right wi 
yo ving room" 

LG aiso develaprand produces lec and learonie. 
appliances to make homes around the word mo 
‘comfortable. The company market shares of major 
reduc, including washing machine, air conditioners 
and refrigerators, are ranked first in more than 40 
onines, thks tothe company’s proactive marketing 
sey for globalization and localization 


In the Philippines, LG markets innovative home 
arplünceswitunque features timed bengin como 
into every home. The LG Door Cooling refrigerator 
Fears patented cooling system with cold ai duets at 
the door af the refigtato. This results ia vp ro 45% 
faster cooling which ack in the nes of food upto 
2 times longe The temperature is aso kept 75% mone 
stable, resulting in even cooling throughout the 


refigeraor 

The LG Gold Fin Room sit conditioner is another 
Innovative prot that surpasses typical ewpetations I 
rot only coola effectively, it abo has a treated heat 
exchanger that rest rust upto o rmes ngo, ensure 
that your aaron continues to ive col quiet comfort for 
yan 

The LG Split Type aircon not only has the unique. 
Gold Fin eat exchanger, it alo has a unique hama sir 
purifying system that removes dir, polluants and ever 
gate noke frorn the aic s filter w so powerful that 
tem block particles as small as 001 ieron! 

‘Another unique product LO has inrodessd is the 
Tubo Drum washing machine that has wash bb that 
ott during washing. Tis distinc washing stem no 
‘nly increases washing effectiveness by 20%, is also 


To ht gat waren, te roo te rd pie nam ang 


‘very gem on lets, mimring damage by over SO. 


RECENT DEVELOPMENTS 
UG Eero ste freon of hom: networks which 
represent the consumer elctomis of the future The 
company bas already come out with the Digital DIOS 
Refrigerator equipped with 3 touch sereen LCD paodl 
(har sliows aero shopoo-line, make video phone calls 
amd waich TV brandeass. The Internet Terbo Drum 
washing machine. on the other band, can download 
ashing iesinasions for diferent laundry loads. LG 
leeronis has oo completed development of Internet 
accouible ai conditore and meros sie ovens and 
continue to develop sew appliances that corpore 
diga technology to make Me more comfortable and 
enjoyable 

LG Electonics has alo invented heavily in the 
development of digital TVs which are at the comer of 
home actworks As a sli the coms no secs 
such core technology as the VSB chip and has beon 
among the fest vo p digita! TVs onthe domes and 
ventas rate 

These TVs have been enthusiastically received in the 
United States and United Kingdom. Important, LG 

Electonics bas commercialized plasms 

play panels, thin Ries rmetor quid 
eryial dplay aad Bro tahes tor dpa 
TV laying the groundwork for vertically 
imera production 

Jo addon, it bunched digra TVs in 
the United Sales under the Zenith brand 
tame as part of fos oasume lade 
of the word Sigal TV mart 

A milestone achievement of LG is its 
evelopment ofthe words fiot Plas 
Display Panel in 1998. The FLATRON 
Plasma sereen boasts 2 o 3 times the 
brightness of other serecns and an 
enormous, distortvos-tree viewing angle of 
160 degree. Careful use of components and 


2 special manufacturing proccss has alo 
enabled LG to produc 
pluma TY at only 73 certmeen tick 
FLATRON Plasma fits easily 
locaton ad ean oho be mounted on the 
wall or evn on the ceiling. 


— 


PROMOTION 
In kepeng wih s crve e of peceotn 
Be vale ofedueation among the Flip 


youth. LG olii. 
Elee 

Manita launched 
the Digital LG 
Quiz in October 
P9 This 


weekly que shon 
oir over OMA T 
and has had over 
200 public and 
private igh 
schools from all 
over the country 
competing forthe 
top prize. The 
public rsponeto 
the show has beon 
tremendous wih 
‘he Digital LG Quiz Show becoming a finalist for "Best 
‘Game Show” in the 2000 Star Anar for TV. 

Tie Digital LG Quiz showcases he biggest prize por 
in Philippine TV quiz history: a total of PA milio in 
«2s, ichobnbipi and bome appliance» for the vimine. 
constant and the 


ichool In a year; LG gies away 
‘more than Pl million in cash and over 10 television sets 
1o wecky winner ana ther respectne ches The grand 

tando to receive a scholarship wonti 
'VSS32,000, while the three other finalists can pet 
1553.200 im scholarship money, 


prize winner 


BRAND VALUES 

Digit LG" is the vision that LG Elo i striving 
to achieve. To this end, the company has laid the 
Kroundwort or sid dpi busines by 
technology. bolstering the financial structore, and 


ing core 


implent "etl corporate culture. In as queur io 
seheve giobal dognal eundo, LG Electric een 
fhe fi to develop ad mart ipia televisions, home 
applancce wath Inernet ses, and othe pital produci 
With LG, digital echachy is no longer a dream, kic 


rw a ely 
‘Dreams have bays added o fe The moment 

‘eas come tue the quali of fe meni amen 

LG Dicerenics eating dreams today that ea Þe your 

rediy omoran. A 

personalized 

world... A world 

Where things are 

Possible anytime, 

ambe. A 

work that brings 

people ether 


THINGS YOU DIDN'T KNOW ABOUT 


LG COLLINS 


* LG's company logo represents “The Face of the 
Future". The letters L and G in a circle symbolize 
‘the World, the Future, Humanity and Technology 


* In 1970, LG manufactured and marketed the 
‘combined TV, radio and cassette player which was 
named “Rateca”. 


+ LG's first black and white TV set was introduced in 
1966 and carried a tag price of 66,000 Korean won, 
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THE MARKET 
Southeast Asia Food, Inc. (SAFI) manufactures and 
markets Mang Tomes 


arsa (sauce), the most popular 
all-around sarsa in the Philippines Onginally conceived 
a5 a dip for lechon (roasted pig), over the years 
consumers have discovered that its unique flavor is 
perfect ns on added condiment 19 many other Filipino 
dishes 

Mang Tomas Sansa provides the perfect balance in 
taste thatthe Filipinos demand, giving a hint of 
spkciness, fet with subtle swectnes 

This success is reflected by the fat that Mang 


Ton 


s Sum enjoys a lion's dire of the meal sauces 
market 
In apite of is unasenable market positon growth 
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1s suli realized. a more consumers dacover the benefits 
of adding the sauce to their traditions dishes to achieve 


a deliciously unique favor. The popularity of Mang 


Tomas Sarsa is also continually rising overseas. 
Currently, Mang Tomas Sarsa is exported tothe United 
States of America, the countries of the Asia Pacific 
Region such ss Guam, Singapore and Saipan, as well 
as Europe and the Middle East, Expert volume has 
grown threefold in the past 9 years. 


ACHIEVEMENTS 
From its humble beginnings in the late 80's when it 
Mang Tomas Sana 
has now reached a monthiy production of morc than 


prodoced past 100 cases per mont 


50,000 cases, and is stili growing. From a small 


company, Mang Tomas is now a proud member o he 
Nisa family, with its roster of market leaders and 
papular brands such as Dat Puri, UFC, Papa, Jufran, 
Maftan and Heinz 


HISTORY 

The company was formed in the ate RO's by Herman 

Reyes. In those days, Manila had a number of small 

independe 

prepard thir lechon souces wah therr own recipes One 
'ling Ping" loed in Quiapo, did 


lechon houses", Each of these houses 


such busines 
not enjoy great popularity. yet Hernan Reyes believed 
thatthe thick, rich sauce they offered withthe cooked 
cat waste best in om 


Purchasing the recipe, Heman 


Reyes set up a small manufacturing plant He nan 
the product after a very successful lechon house Mang 


Tomas that was situated in Sta 


fsa, Manila. 
Many years ate 


in order to gin exclaivty tothe 
mame. Southeast Asia Food Inc. purchased this lechon 
house as Mang Tomas Sarra had become much more 
famous than th lechon house In October 1991, a group. 
of Philipp 

and distribution of food product, specializing in 


businessmen engaged in the manufacture 


condiments, began to bring together several smaller 
manufacturers by both merger and nequuition under 
Southeast Asia Food Inc., whch later became an megal 
port of the NutriAsia group of companies, 

Mang Tomas also introduced other products such 
a6 hot and spicy variant of the sarsa for consumers 
who preferred a slighily “hotter” sarsa. Mang Tomas 
also introduced Mang Tomas Adobo Mix to allow busy 


housewives to conveniently prepare the Filipino 
favorite, adobo 


THE PRODUCT 
Mang Tomas was origi 


ly conceived as a sauce. 
specifically for lechon, the king of dishes among 
Filipinos, 

The result is a suce that is sweet, spicy, sour and 
salty a combination that Ivens the palate and enhances 
the taste of meat. lt was the consumers themselves who 
discovered that the very same savce was as superb 
accompaniment to many other types of food, As a dip 
Mang Tomas enhances the favor of liempo, lechon 
kawali, pork chop. squid balls, umplang shanghal, and 
amg na bangus among many others 

Consumers are also startir 


to discover that Mang 
Tomas Sars added Flavor not just for cooked moat, but 
also in cooking fish and other dishes. Mang Tomas adds 


fus 


‘a distinc flavor to everyday dishes such as adobo, 
chopsuey, kaldereta, binagoongan and kare-kare. As 
such, the sues is now an essen ingredient in the 
‘kichen and on the dining abe 


RECENT DEVELOPMENTS 
"The product was recently renamed Mang Toinas All 
‘Around Sarsa to embody the product's versatility as a 


di for roasted and (red dishes, as well as a cooki 
ingredient foe everyday dishes. The company has also 
developed an advertising campis to mor consumers 
of Mang Tomas A Around Sarsa's versatility. Recipes 
using Mang Tomas Sora have alto been developed o 
demonstrate its indispensaility ss cooking ingredient 
‘These recipes are distributed through on-pack 
merchandising and print ad 


‘As pat of this promo- 


Heaven na Heaven 


Roasted Chicken. 


«kung may 


See nt ington endi 
1 ae ening Hang e T ri ed Rr 


tion, Mang Tomas Alt 
Around Sara abo sponsors 
cooking shows, demonstrat: 
ing the product's various 
ver and harping om the wm 
proved taste of dishes wher 
(he sarsa i cluded in the 
recipe 


PROMOTION 
Tri-media campagne have 
been utilized to promote 
Mang Tomas All Around 
Sarsa's various utes. The 
brand's adventi 


campaign bighlights 
Mang Tomas All Around 
Sarsa makes everyday 


Mang Tomas is kept in 
the public's eye by 
promoting televised 
regional game shows and 


"Ti Everyday Allerona Poospagénas 


mtem ttem meiner eg cine Kan adatan e i tma 
VEIT 


pire te wine 
cooking programs. Moreover, sample sachets are 
ibe in wet markets end supermarkets, allowing. 
potential consumers to tt the produ 


BRAND VALUES. 
The logo of Mang Tomas shows a eniling man's face: 
Heia wearing alakot ibe tr 


tional cone-shaped 

White shirt, prowd of 
rationality and hie 
Tomas. 

w hve a 

was recently 


with 
that 


contemporary border 
rounded egestosipnity 
Mang Tomas is also 
rowing and changing 


with the timer 
Mang Tomas is 
recogaized as the superior 


Filipino sauce whose quality 
is unchanging. Now, many 
people overseas are tasting and 
‘enjoying the delicious Navor of 
Meng Tomas All Around Sess inly 
making ta Soperbrand 


THINGS YOU DIDN'T KNOW ABOUT 


MANG TOMAS 


‘+ One of the most popular and memorable television 
‘commercials of Mang Tomas features the product. 
‘being used as a sandwich filing. 
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THE MARKET 
fili 


family 


os have ta 


onaly enjoyed the experience of 


ings, clang opportunites of dining together 
However, twenty years ago, family dining outlets were 
few and the choices were limited. This all changed when 
in 1981, McDonald's, the global Jeader in the quick 

stunt industry came to the Phlipincs wit 
Mr. Georg Partner. The fist 
MeDoral's outlets opened in the heavily populated 


Yang as Joint Ventu 


Morayta, Manila area and in the very popular New 
Frontier complex in Cubao, Quezon City. McDonald's 
world-class standards of quality service, cheanliness and 


value were immediately appreciated by Filipinos, 


especially tho young and young at hear 
Today, dining out for families have become a major 
part of Philip 


ne culture, especially dining at any o 


230 McDonald's restavrants throughout the country 
Filipinos have even coined a mekname for their favore 
hunt, “McDo” 
ACHIEVEMENTS 

d the globe, MeDonokd's has been revered as a 


trent, the leader in the quick service restaurant in- 


Ares 


dustry. To date, Me Donald's has over 29,000 resturants 
located in 120 counties serving more than 45 million 
customers everyday It has provided employment and 
long-term carcer opportunites to over 13 rion men. 
and women worldwide. Fortune Magazine has ranted 
McDonald's, among the world's most aired compa 
Pes, number one in social responsibility ince 1997 
Inthe Philippines, Me Donald's was awarded by the 
‘Consumers Union of the Philippines and the Na 

er Councilas the “Mosi Outstand- 

ing Fast Food Chain in 


2001 


"nel Cons 


McDonald's was also 
cited by the National Gov 


ernment for promoting 


particularly in wase re- 
cycling and waste man 


HISTORY 
The MeDonald's story 
Bernardino; California 


Me Ray Kroe was then a 


salesman suppiying m 
shake multimixers to a 
very soccenfl driven 
restaurant run by two 

rs, Dick and Mae 


itigoed to know more 
out the secret behind the soccess of the brothers 
‘ving busiest. He visited the restaurant and watched 


im awe as restaurant staff filled orders for filles cent 


orborgers with fries and shakes every ien seconds 


He saw the massive potential and decided to become 
involved. On Apri 15, 1955, 
MeDonnld 


e opened his first 


restaurant in Des Plaines, a suburb jast woth 


Rapid powh 
than 100 million humburgry within s fint trc years 
of operations and the 10h McDonald's restaurant 
opened in 1959 n 1961, Me Kroe paid 8. milion to 


pwed. McDonald's served more 


brothers 
the billionth 
hamburger was ersed inse on 
The brand proved equally 
" 

States. In the Philippines, 
MeDoral's fst opened its 
doors in 1981 at its initi 
branch in Morayta Since 
thea, over 230 stores 
opened, reaching as far as 
Cagayan de Oro in he south 
and Vigan up och This year, 


out the MeDonai 


st andi 1963 


mld's 


popular outside the U 


McDonald's celebrates 20 
years of bringing smiles to 
"million of Filipinos, salt 


and ids ie. 


THE PRODUCT 


From its early roots as o smali family-run hamburger 
restaurant, McDonald's has voled inoa, 
billion dollar quick-service restaurant syster. While 


hamburger and fries still take the lend in McDonald's 


business, the menu has been expanded to moet changing 


consumer lifestyles and eating abis, An instinctive 
stili to onticipse and fulfil real consumer necds has 
been central to McDonald's success 


A pome example she eduction the Philippines 


of MeSpaghst to satisfy the Filipino taste and their 
penchant for eating spaghetti, a favorite fare dung 
birthday parties and other local celebrations To 
continu excite it customers, MeDonal'sinrodiced 
‘he McFlurry, a delight blend ofice cream nda choice 
of flavors suchas orange choco, oreo cookies ar the local 
favorite, buko pandan: 

MeDorad'salso played up ona variation ofthe fricd 
chicken through the Chicken MeCrispy and Spicy. 
MeWings Flavord fes have abo been made availble 
‘rough the MeShaker Fries, kiddie favorite 


RECENT DEVELOPMENTS 
Ater celebrating its fira 20 years of serving Filipinos, 
MeDonakd's top management met with Her Excellency, 
President Gloria Macapagal Arroyo to expres their 
support and discuss expansion plans i the county and 
the Asia Pacific region- 

MeDonald believe in the bright future ofthe country 

anning to invest P3 $ billion in freh funds, 


E 


ach McDonald's restaurant hires about a hundred 
operations 


young men and women to handle it 
Franchising will play a 
program. Among its more than 29,0 restaurant over 
‘he word, about RO percent are owned and operated by 
Independent, local businessmen and women: 


PROMOTION 

Done primarily to inerease business, Me Donald's has 
successfully launched several promo actes, which 
were welcomed with plee by customers Starting with 
the Unbelievable promo, McDonald's Brought down i. 
prices tomake i favorite produets ke the Burger MeDo 
more sfondi at only P15.00. 


SPICY 
ICWINGS 


2 » 


d 
PET. 


As prices fhe commodis sat making the Ives 
of ectinary people mere ficut Me Donald's pave sway 
‘more Unbelievable dixeunt coupons tot customers 
Even ids had their own eral Me Treats atta they 
cared back-to-back with ther school ID. 

mays the wonder, MeDonal' le the way 
Seka coeponing creating a plenam sene with free 
French foes sent though the Short Messaging Service 
(of a cellular phone service provider This lo to more 
seulng customers to pass under the Golden Arches Not 
1o miss a beat in providing advice to its customers, 
MeDonakd's even offered s very ow» special edition 
celle phone cali cr fug Roralé Me Donald and 
is friends Hamburglar, Birdie and Grimace 


BRAND VALUES 

Recognized by biens of people rue the we, 
the McDonald's "Golden Arches" loge has become 
synonymous with the values by which MeDonald's 
sands by A fasene restaurant ich proses re 
variety of high quality food and dis. in a clean and 
hygienic setting, at very 
competitive peces No other 
company has been able to 
oath the brand coon 
thor McDonald's has Andit is 
Iy that they will. Te 
value of such a brand is 
beyond estimation 
McDonald's is also a finn 
hebes on giving back tothe 
community. Through its 
charity amm the Ronald 
MeDonokd House Charis it 
Pes helped uplift he lives of 
thousands of en a er 


——Ó 


EE” 


‘he Philippines, From helping them undergo expensive 
long-term treatment against leukemia to providing 
auction ad he bai eode to exploit and abandoned 
hen. From helping children with facial deformities 
undergo corrective surgery to giving fro inoculation 
against highly contagious diseases, 

MeDonak's i constantly striving to increase he. 
quid of servie that can provide us loyal customers 
McDonald's has been widely acknowledged os the 
Wendsener of the fat-uick service restaurant food 
industry in each of he 120 countries around the world 
‘where 1 n currently operating 


THINGS YOU DIDN'T KNOW ABOUT 
MCDONALD'S 


‘+ That somewhere around the globe, a McDonald's 
restaurant is built every tour hours. 


* In Japan, the average Japanese child thinks 
NcDonald's was invented in Japan and exported 
to the United States, 


* That McSpaghetti and Burger McDo are original 
Filipino contributions to the list of McDonald's 
products 


‘+ That every hour, McDonald's crew members are 
required to wash their hands with anti-microbial 
‘soap and sanitize their hands every 30 minutes, 


‘= That Hamburger University, McDonald's training 
ground for store managers and franchisees offers 
2 degree in "Hamburgerology; a prestigious college 
certification equivalent to 40 hours of credit to 
college course recognized by educational 
institutions worldwide. 
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mentos 


The Freshmaker 


THE MARKET 

Anywhere in the work, the plv of the confectionery 
idisry hosp Dentin. and never once hus its timbre 
faded, The fact isi people like candies! Their appeal to 
2 huge market-ks and adults aliko- can explain why 


the confectionery section of a supermarket has one of 
‘he most nanber of shelves for diferent bras with 
Miren Mavors ste, shapes, textures, and forme. Very 
few other consumer businesses can mateh this 
‘overwhelming produc diverny. 

Behind the scenes, the candy business isa complex 
business: tothe Philippines, for example, fom 1998 te 
2000 there emerged a growing vanety of von ond ne 
confectionary types by both local and international 
confectionary companies This sould have signaled 3 
wowing market However, AC Nicben figures for the 
tame pero indicated thers hough readings of 
significant declines for sugar confectionary. 

Candy products seu Med within this contracting 
marhet Compettion got ighter Indusry players resorted 
to hoge disciuming to mointo and protect mares share 
(Cheaply manufactured candies looded the market. On 
‘he higher end, the rolis, sticks, and other pocket 
confectionery joined in the fay 

Other social and economic conditons contributed 1o 
the complexity. For example, Asia's total per capita 
consumption of sugar (canes included) i ower than 
Me United States. In another case, Japanese commen 
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uphold song “buy Japanese” atitude where consumar 
parehas behavior 1s skewed towards Japanese made 
prodat. Global beads then would hanc to vent more 
"o encourage consumption and mahe a rame. 

A growing base of competitors in the midst of a 
contacting market price war. an dynamic patiens of 
consumer acceptance, are 
anderes the candy busses Fora candy brand te 
e ruly globai, t has to overene deferent obstacles for 
Mereni markets wile i kaspng a dominan poston 


reality checks never 


Only a handful of champion bonds make i in such 
diei comes and conditons. 


And Mentos às champion bod. 


ACHIEVEMENTS 
“Mentos consistentty makes tio the Top 10 candy brands 
in tbe Philippines, and growth i very evident even in the 
rst of a tant market. Product assortment i very 
cus, an! Mentos rolls prab a he’s whare inthe pocket 
confectionery segment. So sucess i the prodct and 
sssrtnent thet copycats emerge 

They itte Mentos farm and flavor, and chim to 
snatch or arpas de nic fesbacs Mentos oen Odor 
te ao packed as rolls, which are desired using Mentos 
sober motif as a sof decepove move to lere consumers, 


(thers fallow the pater of marketing ames Meni 
ks, in the hope that they too would also owa a 
siint vod she 


Aside fom the rolls, Memos 
defined the pisce business in 
‘he Philippines Mentos was the 
ft amongst leading 
confectionery brands that offered 
individual pieces packed in 
Aight pillowpacks, Launched 
in the 80°, this assortment as 
meant o su 


the Joel market 
Where, Because individual pices 
were sold in the sees, extra 
protection is needed for the 
candy, Before this, candies were 
wappet in plastic fo twisted at 
boih ends. Now, candy brands 
sre pillowpacked as th 

he 
consumer quality products that 


packaging provides 
emper resistant 

Beyond the Philippine shores, Mentos recor its 
respective modern tnde distribution aeevements in 
‘compettive Avian markets Singapore, 95h; Malays, 
SON; Australia 92996! In Japan, Mentos is ane of the 
first imported brands to obti mass acceptance being 
cone of omy two imported bands who sayed in, ami never 
dropped out fom the Top 10 market share (1996-1099, 
fiue. 

Going further, the annual Intemational Sugar Exhibit 
annes held in Cologne, Germany, showcases hundred 
of thousands of products and services im the sugar 
‘ndustnes, Among the overflowing number only a mere 
ful comed the honor of being truly global brands 
‘Nest to say, Mentos is among this handful, 


HISTORY 

Oo the 9* of October 1900. Izaak van Melle founded a 
neces and biscuits company Van Melle in a lite town 
south of Holland called Breskens. Ina spon of only five 
years, t expanded and sianed exporting is products all 
Over the world. fist to the counres m Europe and Africa, 
‘hen to US, hn biter in the 70s, Asia, 

In the year 1932, news reached Van Melle of 
promising soft fut favor caramels held bya company 
in Poland illt Josef Lax und Soha. Pierre and Machiel 
voa Meile, boh brothers of laa, visited the company 
to critically study the manufacturing process. Shortly 


afer tha, the two companies agreed that Van Melie wil 
manufactur the product for he Dutch and Indonesian 
mats. This product became wel known later under 
the brand name Frail 

After Fila was launched, Pierre van Melle 
conceptualized and developed x 3-gram mist.favored 
«caramel candy with rage coating roamed the market 
unsinly as dragees and balls in boxes, but it was only im 
1960 ha it was given amore appropriate ame: Mentos 
That same year, Mentos was packaged in rolls. The 
inwodoctonofrolls jumpnarted a period of growth The 
first Menos roll was sold at 25 (Guilder) cents 

Year 1974 saw Van Melle's stronger hold in Asia 
When it set its fint foothold inthe Philippines During 
this me, import orders were ight and restricted, so a 
local company called Malibay was 
manufacture Van Melle products. It was converted to a 
joint venture in 1979, and the assortment intended for 
‘he Philippine market was further expanded. Since its 
introduction in the Philippines in the 70s until today, 
Menos is on a contmuous growth uptrend 

In Indonesia, import borders closed in the mid 705 
As a remut, production was dome by PT Hawaii in Jakarta 

Japan imported Mentos for the first mne in 1978 and 
was distributed by a local sugar confectionery company 
Around the same time, Hup Seng (5) Pie Lid. of 
Singapore began importing and became an wnponant 


sensed to 


Fas East markets expanded to include, among others, 
Malaysia (tough distributor SOCMA Trading), and 
South Korea (through United Foods Com. Lid), where 
Mentos i one of very few foreign bands 

The esty 1990's again signaled a period of high 
growih, snd a new global positioning was developed for 
Menos brand This is now known worldwide as Mentoe 
The Freshmaker, In 2000, Mentas had become a very 
‘rong iteration sugar confectionery brand, presen 
in over 150 countries 


THE PRODUCT 

Memos has unique texture, which is made up of 
several layers Beyond the crunchy sel, Mentos 
rewards everyone wit the sweet sensation of a sofi 
and chevy center. Iti this combinano that makes 


Mentos the freshest mnt around Mentos ns ueque and 
incomparable. Mis ot just any mint, i is “The 
Freshener 


PROMOTION 
Menos promotions reflect t global brard sais, “The 
Freshmater” attitude, which cultivates fresh and 
oevative deas unifies al marketing mince 

One chassie example: anyone can emily recall the 
Jingle". Menton Fresh and Full of Life... coupled by 
scenes of differen: personalis peting out of diffi 
Sinton because of rt deae 

Mentos paves new avemes of promotions. Think 


internet. Mentos owns an official website: 
umes. Know sbew Mentos, play games, stare 
smart stores, jointheFreubmaker ow, hare the page wth 
fend! In Taiwan, a Mentos online chess cones stand 
in October 1999 and ran until April 2000. Before crossing 
verto the 21 century, he Mentos sound pot even Fresher 
The old 0 sound of he jingle was replaced by upbeat 
tune and res The visual of the TV featured hip young 
people, and executed MTVtyle to appeal to Generation 
Y. Moreover, Mentos sponsored the MTV Asi Hitist in. 
South East Asia from July 2000 utl June 2001. More. 
Projets are underway as Mentos becomes pa of people's 
Hives M vibrancy poves a freh start to hife and sets thangs 
‘ing and moving. Why not, since Mentos is, no doubt, 
the Fresher 


BRAND VALUES 
Mentos gives a feeling of freshness, confidence, and 
relaxation. Mentos’ personality is the same as its 
comuers: active, young, and has an open and fresh 
ide towards 

Mentos is about being creative and orginal in all 
‘stuns in fe. Mentos people do things other people 


just wouldnt think of or would not dare do. Not o 
Ümpress thers, ur just Because n es right Manton is 
youne, for young people all over the world 


Mentos 1 active, imaginative, postive and happy, 
powerful and confident. Iis not just a mint, it is a fresh 
senility 


THINGS YOU DIDN'T KNOW ABOUT 


MENTOS 


* The Foo Fighters! Music Video tied "Big Me" was 
inspired by, and in fact a parody of, five Mentos 
commercials. It won best video of the Year in 1996, 


* takes a total of three (3) days to make a Mentos 
dragee. 


* In January 1973, His Majesty The King of Nepal sent 
‘a letter to Van Melle with an order for 6 showboyes 
‘of Mentos Mint. 


* Mentos is sold in more than 150 countries. If the 
‘number of Mentos dragees sold worldwide in 1999 
‘would be put side by side, they can circle the entire 
lobe 6 times! 


+ Since the global "The Freshmaker" positioning for 
Mentos in the early 90's, Mentos sales have more. 
than doubled its pre-"reshmaker" positioning 
levels 


‘+ Mentos commercials were named one of the “Top 
50 Commercials in the Last 50 Years" in 1997 by 
Entertainment Weekly — 2 well-known US National 
Magazine. 


* Vie a sister network of MTV compiles lists of 
“Bests”. For “Best Jingles", Mentos made itto "The 
List” in 2000. 


or 


THE MARKET 
Tie wheel is an ancient device, but t has only been during 
the wer 


ith cemury that out lives have been changed 
beyond recognition by its use on can. truek, airplanes 
trans and subway systems Hand in hand with tis 
evelopment has en the monumena growth of the 
wodd tire industry; now valued at more than USS6O 


lon annually 

The ree market leaders are Michelin (France), 
Bridgestone (Japan) amd Goodyear (US). Other 
contenders include Continental and Pell 


ol! 
ACHIEVEMENTS 


Michelin is based at Clermont Ferrand in France and 
operates more than 80 manufacturing plants in 19 
countries, five rubber plantations in Africa and Sowth 
America, five testing facilities and five research and 
development centes in France, Japan and the US. The 
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Company has a sales network in more than 170 eoomri 

Michelin has consistently pursued an effective 
marketing srategy, catapuling in "ibendum" Michelin 
Mao corporate symbol ato the ranks ofthe preat cons 
(of brand history, In 1998, Michelin celebrated the 
symbols centenary the same year Philippines is 
‘elebeatng its 1000 yer of independence 

Michelin has consolidated is status by proneeing 
tke products whieh bave se standards forthe entire 
indoory 


HISTORY 
Until 1989, rhe Michelin factory at Clermont-Ferrand, 
France, produced manly rubber products such as hoses 
sod genera farming plement. Then cycint, wo both 
"ies of b bicycle punctured, arrived at he factor in an 
im cart Andre and Edouard Machelin. he brothers who 
controled Michelin, spot many hou repairing the trc 
ut these soon punctured apis Thi utanon puted 
Edouard Michelin, and he spent sore time devising a 
solution - detachable parumane tre which could he. 
Tepaod in just fien minutes This development was 
Yo evolution the work transport ind, 

‘Micheli grat breakthrough came with the ca The 
Nina cars used sold ures To demomtate hos preumsve 
tires, the Michelin booties entered a 
Vo Bordeaux and afier a seris of riais, breakdowns and 
evens fire, shed ninth out of 210 competitors 

By 1905, a trading house had en set up in London 
A manufacturing facility m ly 
followed in the next year 


ce fom Pans 


Building on the company's 
spccesesin car races around the 
world, Michelin bought a US 
rubber company and started 
manufacturing tires in the USA 
'mi908. 

When the First World War 
broke out, Michelin tumed ite 
Dana to airplane manucure and 
mde 1.584 pisnes for te French 
m 

After the war, Michelin 
developed ices for passenger rail 
cars. A wave of international 
expansion followed, inclading 


‘he opening of Michelin plants in the UK. During the 
Second Word War, the company refused to collaborate 


ih the occupying German forces who took conto of 
many oftheir manufacturing pint 

In 1946, Michelin registered he words first radial 
tie - known the Michelin X - the prope of the 
presi tire we use ody. This was ril a momentous 
vet for the tire industry. Michelin soon Inonehed ino 
massive expansion to moet demand, This entaileda move 
"nto the US market in 1950 with the incorporation of the 
Michelin Tire Corporation. base in New York, and he 
‘opening of evermore fictores around the world. In 1986, 
Michelin made its time breakthrough in the US market 
When Ford decided to launch its new model, the 190% 
Lincoln Continental, with Michelin's radia tires. 

During ihe 1970s, Michelin underwent explosive 
row with 23 new plans to manufacture radial ires n 


the USA, tbe prize market for passenger vehicles, 
Michelin was by then the foremost supplier of uire 


equipment. Michelin continued ts aggressive expansion, 
paricslarly inthe Far East. By the end ofthe 19805, with 
the acquisition of the Uniroyal Goodrich Tire Company, 
ad become the work leading tire manufacturer, 


THE PRODUCT 
Michelin provides over 35.000 ype of ies for virally 
Al kinds f vehicles including bicycles, motorcycles cars, 
ruches, rains, airplanes and even the NASA space shue 


L 


ompany has been a pioner in the industry sace average fone nw factory every nine 


1889 when it developed that fist detachable pneumatic 


ths. After ts acquisition of US- 
tire, Ober first have included the wead pattem (1905): based Uniroyal Goodrich in 1989, 


the twinned wheel used on buses and heavy good: 


iila (100) ilis called "Michelines" (IS29)and curent interest to best eet. Nt: 


the radial tis, developed in sacre during the Second plans 10 boos its US mantic 


World War and now the sandan! for most motar-veices faites by $900 mi 


(196) tines for aireraft ke the Boeing 777 (19805): and 
sed in Mocireal in 1951, PROMOTION 


Michelin hasalso developed iwas for rallyingandracing, Michelin ha 


lires for tube ins, fir 


and helped Ferrari win the Formula One W 


Chonpiendip it familiar symbol Bibendum, the 


Apariculily seceesflolfüostof Micheliscore Michelin Man. This congenial fi 


activity has been Michelin road maps and guides The built out of res has been wed P sign overhead read None est Bibendum” - "now th 

innen bend the cretion ofthe mops wastogetmore TV advertising, corporate erature, and featur Time t drink The mame Bibendum was coined by a 

‘people ont the roads. Andre Michelin, an exefficilat Michelin roadmaps famous race driver, Thery 

the French Ministry of ke Interior Map Department, He has even beem converte into key rins inflatable: 

supervised the publication ofthe first Michelin Guide in balloons, desktop ornaments and toy BRAND VALUES 

m Bibendum is one of and best-loved Michelin is truly am international brand with an 
Michelin has developed partners and investments ia corporate logos in the world. He was conceived by Menage Its renowned for ds pionoerin 

‘he Asia Pacific region, I is now involved in 26 chen ot an exhibition in Lyon in HA, when and ground breaking achievements in he tiro industry: 

companies in the aren and has Factories in four countries res loked io en most ke s human figu These feste have boen achieved through a full 

Japan, China, Thailand and the Philippines. Michelin roter Andre, with he wit "Galop conceived understanding and anticipation of c m 

Australia wo formed in 1997 as par of he company’s ihe Michelin Man in a now-famous poser of «rotund combined with an open-ended approoch- earning fr 

plans to Become a leading tire supplier in the egion, — "bon vivan" wine drinker made of ties, raising a gns past experiencos but conse looking beyond the here 


Between 1960 and 1990, Micheli 


fd mapa. Michelin is always prep 


o “take a pea 


THINGS YOU DIDN'T KNOW ABOUT 
MICHELIN 


* At the start of the century, tho first electric car, known 
as "La Jamais Contente” (The Never Satisfied), was 
the first automobile to travel at over 60 miles per hour 
AL that tme, it was the fastest car ever, It rode on 
Michelin tyres 


^ The Michelin Man - known as Bibendum - has proved 
to be a powerful marketing tool. His persona is so 
important that only a very few select artists any time 
are permitted to draw him to ensure that he always 
looks the same all over the world 


* During the 1930's, Michelin bought the beleaguered 
Citroen Car Company and restored ito the status of 
a great French car maker. 


= The famously opulent Michelin Building first opened. 
in Fulham Road, London, in 1911, and re-opened in 
1987, 


* Michelin is by far the biggest employer in Clermont- 
Ferrand, the French town where its headquarters is 
based, employing 16,000 local people. There is aà road, 

A SMOOTH RIDE STARTS WITH YOUR TIRES. ‘Boulevard Edouard Michelin’ named after the 

company's co-founder and a bar called 'Les Bibs’ 

Michelin tres give you e emaotbar, quietas rie. Wh is why owr after Bibendum, the famous Michelin Man logo. 

mE Menon 

Insist on Michalin, becouse a smooth ride starts with your d * Each day, Michelin produces on average 785,000 
ties, 83000 inner tubes and 4 million kilometers of 
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MOTOLITE 


THE MARKET 
With the arrival of the First motorized vehicle in the 
country come the demand for automotive batteries. 
Decades and more than a million vehicles Later. tis 
rund has grown tremendously 

Today's ponver-tado ears, ily vehicles and tucks 


ire lores with greater capacities. Motolite has 
provided power for al these applications and more 

The opening up of the Philippine esonomy to world 
"rade has led o a shift of consumer need. With more 
randa to choose fom. motors now expect more than 


jum performance from buleries. Vatuc-for-money has 


ovre a must to consumers nowadays 
Motolite satisfies these evolving market nonis, today 


ACHIEVEMENTS 

Over the decades, Motolite remains to be the urong 

masket leader wath he best teshnology in the settee 
ly satisfied the Filipan 

motorist with is superior quality and unparalleled 


batery industry has atin 


performance 
you ak any driver what brand of battery s in e 
vg ie highest 

Yop-ofmitd brand recall among consumers proves that 


Vehicle chances are it ix a Monolit 


ito armed a niche io the minds of the Filipino. This 
translates to We highest Wal and usage levels in the 
industry. Thus, Motolite remains to be the undisputed 
molor! choice 

What makes Motoite namber ove? 

Oriental and Motolite Corporation (OMC), the 
makers of Motolite. is the biggest inventor in 
manufacturing facilites in the entire ASEAN repon The 
most advanced equipment give Motolite the edge over 


Avallatie in Metro Mania only 


its compeimon Packed with ie 
Iost modem features, Motola it 
the leader technology 

One of the 
achievement of Motole is 
tity stay 0 top even with tbe 
mdra of rade iberaaion an 
the consequent infu of weet 
An the Philippenses opens up 
world market, Motolite shall 
continue to dominate through ite 

ong brand eqety and widest 
diuribution n 


greatest 


od 


Molt equity is No. in 


e mind of consumers Wah the 


p 
st pice, and md 


ambin of wperior quii 

og races, Moto 
Sonsutenty exceeds the expectations of a demanding 
e 


HISTORY 
The Moa 
busiomsman. and an American parincr started sporting 
aed sling atomotne bateres inthe Philippines When 
the partnership dd not work ov, Unson ct up à new 
company with tno Filipino partc 

One was Laure Magnaye, 3 former professor who 
handled the sles of pore es and barions in another 
company The other was Aljunto Taante, a fermer 


story bepan when Caso C Union. a young 


radio shop owner who was one of Magnaye’s biggest 
CC Unson Company Inc stared porting bates 
from Stes Batery Parts of Seale, Wathingioe. After 
seat. the partners decid o assemble the battens 
Iemsclves doe o the prose 
demand for thei product. 

Im May 1950, the first 
Motolie banery rolled ont ofthe 
assembly Public 
cxpunee nd succes followed 

In 1997, CC. Union 
Company, Inc. merged with 
Rancar Inc 3 company founded 
by Remon Cao in 1917, Ramar, 
Inc nthe manufstrerof Oren 
Banery. 
competitor inthe domestic market 
The union produced Oriental and 


Motolités main 


Motolite Corporation (OMC) headed by Manuel U. 
Aistoes son-in-law of Ramon and Carmen Prieto Caro. 


Orena and Motote Corporation reman 


oun lending banery me 


bethe 


facturer. The company is 


endy to face the challenges of a dynamic market and 
prove tothe worl thar a Filipino product can stand proud 
pant giobal competitor, 


THE PRODUCT 
Morote offer the widest ange of power solutions wo 
both automotive and non-aulomotive applications. le 
Proven technology and exten fick experience in the 
banery market make st the most appropnate complement 

toy power-hungry transport units and equipment 
Moto is the best bannery for the Filipino cemumer 
Mas arable and reliable, ried and tested and Tong lasting 
The brand owns the pangmatagalan (ong lf) bim as 
i offs the longest banery life hacked up by the het 
inarinee With is competitive pes, Motole abo offers 
{alveformaaey to the comune 

nun for its world-class quality, Motolite has the 
mos advanced features. lts performance is far superior 
to all other imported brands with its 'tropicalized' 
msinerence fee product design. Motolite comes in 
vanusspecifesiens and peformanceelingstoeeatly 
match diet vehicle egutemens 

Morone leads the batery industry in innovation wil 
its EGX* Technology. This is the output of the most 
modern Iatery manuficunng equipment, enpnestin 
expanse and decades of experience in the Philippine 
market. The EGX" Technology comes with expanded fill 


calci grs. Calm prevents corrosion in the grids 
-— 
life of a battery. Motte maintenance-free feature 


and makes te plates ast longer This lengthens t 


liminares the noad to ndd water to he batry when in 


us thas impact-proof polypropylene casings amd shock 


Absorbers that provide resistance to extreme stress. 
vibration. The flame arrestor and centralized w 


Ande from al the technolog 


‘excellent aher sles serve of Motte makes w all the 


more the beri banery vo purehase w he market 


RECENT DEVELOPMENTS 
The marger 
Batens in 1997 paved the way for gretr levels of 


f the makers of Motolite and Oriental 


excellence, The combine exp 


leaders plus the technology rane fom mah 


and Japanese manufacturers have made Moraine ihe bot 
product 

In addition, the increased capnalizntion made me 

thar equipment sos 

m 

machinery certied 1o ISO 9002 standards were installed 


modernization of the manufacturing fcil pos 


In 1999, anew plam wih eo 


commissioned. Advanced wrough plate manufac 


long with modern battery assembly and charg 


clie 
Plastics injection, mold-makin 
fabrication vi, and 190 14000 erie 


sys were sw efrbised, Compie 


Sing 


are the SAP-based information network, dedi 


» iion. comamer ocu ater sles w 


service, and a responsive product development and 


New Technology Full Calcium Battery 


alang duro. 


d Nd 
New Expanded Gri 
Pinatibay kaya solid na solid ang pla! 


MOTOLITE 


TERTURE TEST 


VA 
| 2 


MOTOLITE 


Brookes, FROZEN. 


Bonep. DISCONNECTED. 


| PROOF OF MOTOLITE’S LONG-LASTING PERFORMANCE, 


rexeach team Ali hone interact to ure casomcr of 


the best pect. M. 


banery retis program apy called “Bold Batre 


This in part ofthe company’s efc t helping conserve 
PROMOTION 
Tortwe tests define Motos advertising effors 


Through th years, 


yo. Moto 
hat been frozen, 


the aliernasor 


managed io provide 
stating power to 
the 


engine 
advertising ha 
om et 
arh the band such 


(Comiccing) With 


The Motte logo is found inal major thoroughnes 
serous the nation, Ia bibon. dealer sigayes, aet 
merchandising mats and brand sreamens, Moole 


sirena and eine 


BRAND VALUES 
Pemmersgalen he 


c al about. Melt sands for long ating 
oraity and proven reality These ae al reflected 


i the randy messages to it plies 


EYS 


THINGS YOU DION'T KNOW ABOUT 


MOTOLITE 


* The brand name “Motolite” is a take atf from a very 
popular US. brand at at time — AUTOLITE. 


* Motolite is the first to introduce battery delivery 
service through its Motolte Express Hatid program. 


* Oriental and Motolite Corporation (OMC), the 
‘company behind Motolite’s success, is the number 
one Philippine exporter of batteries. The products 
are exported to the USA, Australia and other Asian 
countries. OMC manufactures more products for 
‘he export than the local market. 


* Motolite, with its 200 diferent types, is made 
available via OMC's wide distribution channel, OMC 
has the largest network in the industry with over. 
300 exclusive dealers and 3,000 retallers 
nationwide. 


n 


NOKIA 


CONNECTING PEOPLE 


THE MARKET. 
Theinroductionof mobil phones years ag has changed 
(he lifestyle of the modem Filipino, From being an 
exclusive "nun have” tol amang professional, it has 
now guod tremendous applicatio in the ives of bath 
young and ol 

Through a wide varity f products and veris, 
Nokia sabi to provide forthe growing demands of a 
rond spectrum of consumer and business audience 
Through the years, Nokia Mobil Phones has blt sli 
repitton with yi, innovative and high quality 
mobile phones 

On the our and, Nokia Networks in involved in 
Forming th backbone of etvarks thar lw all mobile 
phones to funcion. By offen network ífrstructure 
‘and manufacturing data, video and voice network 
solutions Nokia Networks fang the emerge ace 
‘of a Mobile Information Society, whereby à growing 
amount tfornation can be realy shared dccem. 

‘As Filipinos commas to follow the global end the 
seran for stylish and technology advan mowe 


phones contrac to prow With nis mariage of styl and 
{woctionality, Nokia thereby cootinues (o secure its 
sseghold oo the mobil phone market. Undoubedly, 
nobi phones are here to stay Io aer see visibly ad 
aad increasing by the volume ast steadily becos 
om itegral peto he ety of te madem Filip, 

Mati the world moving fener eto the mula, 
more changes present themselves before the 
{elecommunicaiony industry. Wireless Application 
Protocol (WAP) Bacto and Wire Imaging arc jus 
some of these advances i technology. Furber, it i 
expected that the Third Generation (3G) mobile 
commumeation’s standard will alow a considerable 
imcreane in the amount of dita that can be exchanged 
between bo termina 

The fit 3C terminals are expected to hit he mares 
in the near fure. Nokia, bei an csablid entity in 
the telecommankatoes deny t volved in all Noe 
and working wand contest adapting t fast peed 
obi technological advancements 


ACHIEVEMENTS 

Nokia became the world's leading suppbe of mobile 
phones in 199K. This isthe snd resit of series of 
accomplishments that has been dentibd wth Nokia 
rough he ears 

‘One of the most significant technological 
accomplishments that Nokia hat reaped over the past 
ese is iniroduetion of OSM (Global Systems for 
Mobile Communication) the leading digi standard 
{for mobile phones today. The company developed ta fist 
(GSM phone in 1991 and because of ler Foresight among. 
(ts officers, Nakin focused is resourses on the GSM 
eset, 

Thot, when demand for GSM compliant mobile 
‘hones skyrocketed, Nokia berare the forerunner in 

mobile phone dicic 
Nokia introduced to the 
ike the fist fully WAP 
compliant phone, the Nokia 
7116, 

Tie Cormnaicator series- 
Beginning from Nokia 9000, 
en the 110 oma the —— 
9210 - has introduces the concept 
of he mobi office tothe markt. 

‘Through innovative, trendy and 
high qaziy mobile phones asked by a 
wecthdrawe marketing strategy, Nokia 


eficvely inroduesd the mobile phone into tbe mise 
‘marke. Even then it was clear to Nokia that the mobile 
phone was ao simply an expensive toy bu a dynamic 
‘communication 00 

The results of the latest Far Eastern Economic. 
Review Magazine's REVIEW 200, an annual reader 
‘survey that ranks companies in Asia according 1o overall 
corporate leadership and speci leadership qualities, 
stows Nokia's strong leap from being ranked No. 7 last 
year wo a rerult-driven company at No 3, Respoodents 
‘of the survey perceived Nokia as a company that is 
expecially said in service and products, responsive to 
custone needs and backed by an effective management 
‘with long-term vision. 


HISTORY 
Nokia was founded in 1868 by a young mining engineer 
tamed Frob Idestam In those days, t was bata simple 
wood-puip mill on the banks of a river in Souther 
Finland But est soon transfered toa new location 
‘where a vilage stow prew around it The village adopted 
‘he name of the biggest employer in the village - Nokia 
‘Sioce then, the company has exolvd from being a 
conglomerate encompassing several industries ranging 
from paper, chemicals and rubber o a dynamic 
telecommunications company in the 1990s. The 


rover Tor telecommunicatie was already a in 
‘he 1960s, as Nokia was researching the field of odio 
transmission in is lectoris department. In the le 
1970s, 


mobile phones and telecommunications 


infero 


oducts were develope for bethdomsste 
amd iteration customers. Inthe 1980s and 1990 
Nokia became global eador im digital communication 
technologies 


Through the years, Nokia has been able to exploit 
‘the opportunis crested by the contin evolving 


market 


THE PRODUCT 
Nokia produces are 
afer caret observaron tabo x an nil glance. Mare 


fren fom ali then, not en 
importantly, Nokia denm are rete wih he confort 
‘ofthe user in mind 

Io the 1990, the Nokia 2110 succesfully became 
an icon around the word With ite 


Qe sereen, clean 


design and easy to use nerf. In year 2000, a namber 


diverse producs were intoduced, ranging fom the 
«d and durable Nokia 6280 which was designed o. 


Withstand being knocked about, to the soph 


reial-cased Nokia SI and to the colorful Nokia 3330 
models for younger cusan 

Wireless Application Protocol (WAP) i the stand 
fon ving 


Inert nd other Vl Added Services 
(VAS) to win 


networks and mobile devices. Tie 


(kia 7110 is the first Noka bone to sport 
Ara prehude to the Third Generation (3G) lechno 
‘ogy he Nokia 9210 Communicator o an erated com 


municion tol for dynamic individ I fevum 9 


iln fl color sereen for ented viewing of digi 
tal photos and web pags. It ea gan acens to a world 
of inforvation via he Internet. And with features ike 
messing, hx nd 


d band funcion 


the Nokia 9210 Communi 


bile office. In adinon, itis Meroson Windows compo 


Ibe and ean be synehronied to Lotus Notes nd Mi 


Mobile Internet. s 


Rewrite the rules E 


oso Outlook 
on the PC Ties 


alow 


backup, update 
and carry importan 
files 


Forthcoming models will cnable multimedia 


applieanons il imevitably lead to devices fal shapes 


RECENT DEVELOPMENTS 
Nokia's expertise ia slit recerver tc 


inavation i the fid. Since 1976, Nokia kas boenat the 


by every development om satelite 


1a 195, Nokia developed ihe fri 
termina in the word, he Medius 


an odiary TV into a home commu 


perfe cumple of Nokia denga, he Mesias bimes 


moios 


Tho i sk oms of many mnovanions real from 


Nokia's push into multimedia technology. These 


Ors 


vai hat plore new basics arcs 


prodas 


that can ctn fuor rth and Dont Nos 


develope 
The organazstron comis of Nokia Emtreprenes 
Web, Nokia Venture 


These sinew: 


forinening n cay 


PROMOTION 


os and 
sverimog are consen 


people 


products and sts differen 
consumers. With a cleat 
snderstandin - 


eonsanens tave varied 


ually diverse range of. 


prin, television, radio. 
outdoor and exhibitions to 
soptur s wder rangs ofthe 

Nokia Car a yearned 
satonwideoustomer sce 


roadshow 


opportunity for Nokia to 
develo conma patronage 
Mareos leg thea get he 

Nokia 


best on of their 


phones Nokia's market leadership slo comcs with a 
sense of social responsibility a It develope a new 


challenging avenue for the y 


s aristi expresion 
through he mal Nokia Ans Award competion. tn 
"i 


romotng mobile oo 


ion. Noka rsen launched an all out campaign 


" 


and respect alid Nokia Phones. 
In Nokia promotions andadvenising, tirana, 


refleti 


hat idem aresimely, sh hip ped 


of Nokia's wide 


BRAND VALUES 
The Ne 


band has become onc ofthe most vl 


the wor 
As a pobal brand and industry loner, he Company 
plays an ative role in shaping the future of mobile 


ns. As such, Nokia isa bend vit 


job presence encompassing universal vales 
Nokia ina drame brama ht always 
wes the pae dm 


and stays 
competion, With s 
character, Nokia is 
ab jo offer the end 


ferwar thinking ond 
receptive to change, 
s mostly likely to be 
‘he fiat wih new dea 


always withthe end 


wer in mind. 


THINGS YOU DIDN'T KNOW ABOUT 


NOKIA 


‘+ ‘Nokia's company history dates back to 1865 


© The first line of business that Nokia undertook was 
a wood pup mill. 


^ A small village in Finland was named after Nokia 
‘being the biggest employer in ho aroa, at that time. 


* Nokia 1011 was Nokia's first GSM handset 


* 101994, Nokia vas the first manufacturer to launch 
a series of handportabie phones for all major digital 
standards (GSM, TOMA, PCN, Japan Digital: the 
Nokia 2100 tamil. 
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THE MARKET 

Though he Philipines has over 65 million people nd 
ih literacy rate. the subscription cost of à newspaper 
has always been a major consideration for consumers in 
is third world ation. Distibuing a daily newspaper in 
AN major populated areas in an archipelago of more than 
7,00 islands is a daunting task. Historically, only a few 
nationally circulated newspaper have been truly 
successful, 

‘Today the Inquirer leads all other newspapers in 
‘readership in virtually every socio economie chass in the 
Philippines and its iran conimues to grow at a rate 
higher than the industry's. The inquir sells more bun 


PHILIPPINE 


ACHIEVEMENTS 

The inquirer ras won over 100 journalistic awards, more 
than any other newspaper ia the history o Philippine 
Journalism. The inquirer is arguably th most nftaciil 
News organization inthe country and its articles and 
Features eootinue to be the benchmark among news media 
Erop around the courte. 

The Inquirer's continuous market share gain is 
remarkable considering a tough market with a former 
market-leading comperhor that has boen around for 
osi 100 years Today inquirer has a circulation market 
‘sar of SU and has ed independent readership surveys 
ince the early 19905 

n 1995, the quier won be prestigious Agora ward 
for marketing company of he year in recognition of ts 


gazine 


NQUIRER 


DAILY 


HISTORY 

The Philippine Daily Inquirer was bor in the last days 
f the Marcos regime. Like is predecessors, the Mr, & 
Ms. Special Edition and the weekly Philippine Inquirer, 
Awan to play an important role in chronicling and helping 
tring about the overthrow of the dictatorship, 

Ms. Bugenia Apostol and a group of media people 
Organized the Inquirer wo ree! the demand for a crodible 
brondshset chat woud compete withthe 3 main dailies 
controled by Marco's cronies. 

The group wanted to have a newspaper that truly 
Ündependent— free from the influence of mere groupa. 
s iden inc, published on Doc. 9 1985, sold 30.000 
Sopiet. The pape later adopted the slogan, “Balanced 
News, Fearless Views." it was one of wo major 
alternative newspaper that headlined the light of the 
Marcoscs on February 25,1986, 

1n the wake of the collapse of he Marcos regis, 
over 20 newspaper brands appear in ihe market vying 
fora piece ofthe market ina society hungry for feo and 
uncensored news. Almost overnight, the leading 
owapapers that were strongly identified with Marcos 
tagme lort mach of thet circulation. Competition among 
the new brondsetswrew even tougher as ii was clear 
‘tha the market could not sustain such a large number of 
newspaper, 

By 1990, the Inquirer had risen above this tough and 
ym matketpace to establish itself as the country's 
Jargest circulated Ivoodsboet This was validated by a 


‘Sela broadsheet. This was validated by a icon 
andit conducted by SGV & Co, forthe Print Media Audit 
Counsil. Inquier's vaique brand of “Balanced News, 
Fearless Views” had gained wide acceptance among 
Fiipinos, 


THE PRODUCT 

Inquirer's journalistic strength stems Rom iindependent 
‘and fearless nature. Countless scoops and exposés haye 
Pec build the paper's reputation as. à news leader. 


Imer picked up by other news 
paizaons. Aside fiom being the Philippines’ most 
prefered newspaper. the quie i» probably the most 
The paper asthe fr 10 Introduce pec niche 
ons. Among these publicam are the Eon. uno 
Inquirer, Job Market, Classified Assets, Inquirer 
Ierechve, 2BU, and Inquirer Golf Monthby Inque 
slo has a srt company that publishes the Cebu Daly 
News. 

iier ersetive is one of the Philippines" most 
popstar web sites averaging over 25,000 daily viis With 
over half of thes visits coming from outside the 
Philippines, the ste has become a favorite among 
ptio Filipinos 

One of he web ste many femres ine online 
Yeerutmont quite Jab Market is the only publication 


"at can offer print and online 
enposure for ressent ai. Is 
festures such innovations as 
Resumé Reserve. which enables 
Jo seekers to enter hee ousus 
‘nasa a database accessed by 
hing eongenes 


RECENT 
DEVELOPMENTS 
‘Among Inqieers resent award 
ince » Webby Award for best 
Philippine web site, an Anvi 
Award of merit for the Tabang 
for drought 
Cinbunk 


an Agora Amara fr marking company ofthe year 

Tn 1996, the quier Became be fst newsneper o 
«stl satelite pron plant owt of Mev Mar, 
‘Locate inthe istand of Cebu. he press is envisioned to 
labe over Inquirer's pring reqawemeats within the 
Visayas and Mindanao areas 

The economic crims of 1997 and 1998 saw a phange 
in consumer spending and the advertising indasry 
Despie ths fe Inger weathered he storm aimi. 
a by cy 199 was repsterig encouraging prowih 
vers the previon year 

Atom 198, Inge board of deers opponi 
Alexandra R. Prieto as present and chief exscutive 
office. These Ma Friew athe inguer younges 


JOB MARKET 


president a 32. Presiona, she was the company’s 
office. The energetic Ms. Prieto is the 
Inguiers youngest prendent a 12. revisa she 
the company's exceutive vice present and chief 
opera oer 


PROMOTION 
n vatiows posts of its history, the Inguier has been 
brown a the “aheraine” pare, a feat opposition 
poper ardan ageren ent of goverment and ety 
By the early 90s, Inquirer gamereð circulation 
leadership but was sil nor considered hy mast people 
Insee “endong” ncvopaper 
Inde mid- 1090 the Ier sida to augment 
as mage of being» faces semet newspaper 
and began to aggressively promote self a» 
2 Vender. A recent print campaign 
focused on tnguizer being 
7No. 1 wih the members to 
prove i” Wah campaigns 
ach as i. the lier has 
ined markt leadership in 
display advertising and was 
fone of the only media 
organizations not 
spicy aisi by tbe 
recent esowome dow 
Rezert promotions have 


included some of the most innovative readership 
campaigns in the classified ade nds, In 1096, the 
Inquire: won 2 awa for excellence in radio advenising 
er vo campaigns. 


BRAND VALUES. 

The Inquire i known as the Philippines les ad 
vodepender news leader To its renders, Inque wil 
ways mean hard-hitting. thoughteprovoking ond even 
contoverualjoumlam. 

To ts advertisers yhe paper é known for i 
unparalled feetivene customer service and quality 
reproduction of print vertinements 

To society in genera he Inquirer leads in informing 
‘the publi, simulating change aud ining action 


THINGS YOU DIDN'T KNOW ABOUT 
PHILIPPINE DAILY INQUIRER 


* Tho Inquirer's maiden issue, published on Dec. 9, 
1985, sold 30,000 copies. It was put out by 40 
editors reporters. photographers and ther editorial 
employees working in a 100 square meter 
newsroom located in a dilapidated one-story 
building in the Port Area, Manila. 


* the latter days of the Marcos regime, the staff 
worked under the constant threat of the paper's 
closure and the arrest and detention of its 
employees. 


* The paper is now the most widely read Philippine 
‘broad sheet newspaper with over one milion 
readers nationwide. Five out of every ten broad 
sheet newspapers sold is an Inquirer. 


‘Inquirer is among the top 300 corporations ofthe 
Philippines. tis virtually debt-free, 


‘= Over Php2,000,000 worth of free advertising space 
was donated by the Inquirer for Tabang Mindanao, 

roject launched by the private sector as a 

response to the 1998 tamine crisis in Mindanao. 


* Among Inquirer's many scoops was about the 
Sensational discovery of the whale sharks of 
Donsol. The article eventually lead to local 
legislation prohibiting the kiling of these rare gentle 
creature of the sea. 


47 


THE MARKET 

Soy suce is used daly in virtually every Filipino house 
hold Soy sauce usd to be an Oriental condiment, but 
nonw Filipinos have incorporated soy sace into tsir ev 
erylay food. Marca Pia is a Filipino brand rated for 


its high-quay soy suce. Wt has been loved and cher 
ished by the Filipinos for over 50 Golden ye 
Filipinos fondly call Mara Pia as 


PIRAKamasarop." Iso sauce has been known foris 
‘delicate sweetness and aroma In fact, many leve that 
Marca Pi Soy Sauee contains preappe 

This isa porcepon not only enhanced by i tse 
but als by it very name. Pila, a Filipino and Spanish 
word, is ranstated to be “ihe sweet 
frii" Filipinos 


og penc 
so favor Marca Pins golden color. t 
bs neither too ight nor too dark 

Filipinos atest that Man 


Pia brings ovt the natural 
ilince of their food Whether i is the tasie. aroma or 

undenisly posed on 
Jo be he one and only 


color, Marca Pia Soy Savee 
from generation to generati 


Piakamasaryp 
Marca ia humi engoys an cverexpunding market 
Inthe Philippines. Throughout ihe word tiv ao being 
‘enjoyed by Filipinos 
abroad wn! welcomed 
ty focal ie sold in 
countries such as the 
USS, Japan, Aven, 
United 
Italy. 


Canada, 
Kingdom, 
France, Saudi Arabia. 
and many others. It has also passed all of the 
stringent testing and quality control measures 
required. Among these, th European community 
has the most stringent quality regulations but 
Marca Pil has surpassed even this, which few of 
ve Southeast Asian competitors have achieved 
Through ite years of trusted and proven- 

uty, Motes Pita hs developed from being 2 


of today. hs 
Product me row includes a superb vinegar and a highly- 
acclaimed foh nce 


abroad Marca Piña, for example, has been sponsoring » 


iipino basketball team in Toronto, Canada. Being ocal 
‘champions for the pest four years, this team has been 

partnerin the company's continued pursuit for excellence 
TS Indeed, a winning produet witha winning tím. This 
one of the lender in ite 


ACHIEVEM 


Marea Pits 


ot only promotes the Mates Pits rand but also 


intr oy has ter expand aa courage the Fio youth to be involved vith 
inmate by promoting Mara Plato E aoi conni. 

Overseas Filios in their com of BER 

residence. One ruer unono way TANDS — HISTORY 


this has been accomplished is through 
emen; s among Filipinos 


| Soy Facto commenced business 
during he lt 1940s. I humbly began as 
a arnal backyard factory in Grace Park, 
Caloocan City, Metro Manila. As i 
brand Marca Pida became widely 
Vnown, the production capacity 
Also hd to be increned. In the 
1950s, the company name 
National Soy Factory was 
hanged to Balanced Food 
Corporation. This ir 


we’ 


averament regulation st ibat time 


prohibit alt 
companies from using the word “nations, During this 
tie, Marca Pita slo parchasc a new line of moders 
packaging machinery considered then to be state-of-the- 
ant. Pat ofthe equipmcat purchasing cont was for 
Japanese technicians the spend one yea he pan 

They tranefered the best Japanese lecinolngy on 
fermentation. This to ony resulted in o higher quality 
soy sauce, but also a greatly increased production 
capoeny 

Sales soared even without any advertising being 
undertaken. The damaticnerese ia demand for 1s 10y 
sauce came purely from word of mouth. Satisfied 
rnomersslard het ssfction with future saisi 
Marea Pila customers. This word of mouth method 
continued fom one generation another Consent high 
quality was proving then, as it does today, to be the best 
advertising, 


Marea Piña continued 19 update its production 
‘equipment i order to meet the everexpanding market 


it was sill unable to cope with the huge demand 
‘fits soy sauce Therefor, in the mid 1970s the Faetoey 
transferred toa rper factory m Quezon City 

Within the time the company changed 


Plüakamassrap Corporation, othor products were also 
introduced. Maca Pida adod high-quality vinegar to 
isang. In rosent year, an outstanding pots or fish saue 


Internationally Accepted! 


was abso added. Both of those products athare 
Marca Pita's code of excelent quii 


‘THE PRODUCT 
Mares ifa Soy Sauce i a high-quality sauce that has a 
special sweetnes due to song fermentation procedure 
fasting flavor that tiles the 
taste buds and improves the taste of virtually any dide 
ds golden-reddah brown color does rot domunate the 
fom but ater enhances the oc gral color ofthe Food it 
isprepared with, Marca Piña Soy Sauce is different fom 
most of its competi dc vo is traditional method of 
cooking I soy sace sil utilizes natal fermentation 
a preparation that takes Sw 10 months of fermentation, 
Most oiher manufacturers employ the faster method of 
astme the chemical hydrochloric acid! 

This hydrolyzed mathod only takes one or two days: 


The taste gives talo 


however, the ner cannot compete 
with Marca Pa ational method 
of fermentation, Fermente Marca 
Pio Soy Sauce of higher quality 
ot oly in aste, bo an in coloramd 


RECENT 
DEVELOPMENTS 
In pecene sears Marra Pia underwent 
restructuring that resulted i2 new 
plant being constructed ia Belacan, an 
area orb of Mero Mani 

This new plant metudes De lates 
Koji production equipm: 
cemibles an inccased prodection of 
motui fermented sy sauce. This 
new state-of thet equipmce? not 
only verensa he producton ba also 
achieved what nobody bel 
possi 
quolit and Navor of Marca Pia 
Smee 


that 


ved 


improved even mor 


The Koji system encourages he 
comolled growth of a pune form of 
old called anpergillus Fermented 
this mold produces the finest soy 
sauce. Since aspergillo is exvremely sensitive 10 
and other bacteria the prodoc 
ara s therefore subject to à nct chare coatrod The 


temperate i 


Kop method wally solere mal growth fe oae 
touched by human han 

“The contig cxpuewsoa of production cilmes ts 

required to keep up with the crease in demand. not o'y 

locally bws also frornovenseat Marca P 

To search for vow product 

exiting neo prods 


cree Never i 


PROMOTION 
Marea Pia i the enviable position of not mses 1o 
advertise extensively in the Phlpiocs 1 eis on its 
quality reputation built over the pas ity years of roly 
being a quality product. Most Filipinos grew wp with 
Mares Pia cher in the teen or on the able, Fans 
have fond recognition of Marea Pida. tes lebe and logo 
1s scen praciclly everyday of tir ves 

Occasionally, Marca Pia does indie n inedia 
adveraing N seks to remind he younger generation of 
Marea Pia 0 years of bring quality voy succ 19 
the Filipinos 

itae mfr the Flips Ua the owe educ 
can be found not only within the boundanes of the 
Philippos. but i also accepted vrermstonally This 
tnrmatioal recognition go the assure 

the metast quit como cesare of 

government overseas 


Pia aces e 


In some imtances, Marca Psa approach s quie 
unique Given the opportunity Marca Pi seeks to res 
even the farthest and caked res of i ward Whether 
Dig or smal, economical or not, Marca Pia il deems 
mort to reach as many areas at possible 

Thes not only promotes the produet, hut sso offers 
Overseas F 


ics» taste of home away from home. i 
máster fel poed to see thcir prodct in permit 

ehes abroad and hear non-Ftiipanons pronome “Marca 
Pis" diferent accents, These Overseas Filipinos tel 
"Bei ends ae i trs these fond eil others ln in 


Favored by Filipinos for 


oyer 


maner, ts undin! and proven method of promoting 
rough wond of mouth caries on fv from Philippine 


horse 


BRAND VALUES 


Allover the Pippa, Marca PI 


mediately a 
sociated with soy sane The name of Marea Pion any 


sgarantec th the content of 
iphest quality, Navor and taste 
There w even no nod to read the ame Marc 


to know this One merely has to perceive the Marca Pia 


Jogo, he pineapple idea preen carele, to st eats 
consciously recognized thi fat 

Generation afier generation, n ple of eve grow 
ing competition. many sil prefer ond say with Merc 
Pin deed, Marca Pia has certainly samed the right 


robe somndsred a Superbrand 


THINGS YOU DIDN'T KNOW ABOUT 


MARCA PINA 


* In the ate 70s, Marca Piña officially changed its 
company name from Balanced Food corporation to 
Pitakamasarap Corporation. This was done to show 
appreciation to its loyal customers who referred to 
Marca Piña as Plfikamasarap. This Word 
"Pifiakamassrap" is actually an improvisation ofthe 
Filipino word "pinakamasarap" which means “the 
most delicious". 


‘+ The well-loved “Pifarap Boy" is the grandson ot 
the founder of Marca Piña Soy Sauce. This child, 
‘shown in the black and white pictures to the lft of 
this page, was made famous in the Marca Piña 
television commercial. in this advertisement, he was. 
‘supposed to say the word *Pinakamasaran," but a 
the tender age of 3, the best he could manage to 
utter was “Piñarap!" The Piñarap boy now handles 
the daily operation and export division of the 
company. 


@ Pioneer Allianz (li) 


THE MARKET 
The consept ofie insurance is nor new to the Philippines 
With policies being sold as early as 1895. However, he 
industry was clase forsign companies fora promcied 
period nil 1992 when jon ventures were gradually 
approved and become fully Kberslized in October 1996 
ih Republie Act 8179. Ty te idustry has grown to 
include 40 players, 16 of which are foreign e companies 
presen bmugh joint ventures or independent operations. 
Life insurance remains a produet that i soi and not 
bought with toss than 20% of the entire Philippine 
population in possession of a Ife insurance policy. This 
1s slowly changing with the onslaught of rew payers and 
the aggremive introduction of new products an services 
The (I5 market share in New Business eld by the top. 
Three companies in 1995 prior to the industry's 
Nberalization has ben reduced to around 8% as of 200. 


ACHIEVEMENTS 
To ass the Filipino chikt Pioneer Allianz continues the 
cooperation with UNICEF that began during the 
company’s launch in 1998. The company encourages us 
producers o work not just for themselves but for others 
a6 it prepares a special fund for Unicef, related o its 
agency force production, every June 

Piorec Allians consistently reaches out to ts market 
by supporting proce in selected ls 

Noteworthy sponsorships include the Philippine 
‘son of Misa Saigon in 2000 and the repeat un of the 
‘Trumpets production Lite Mermaid in 2001. Pioneer 
Alianz involvement included providing accident and 
health eoverage to the cast and crew of both word class 
productions. 


HISTORY 
Pionesr Allianz Life Assurance Corp. i a jowal venture 
etre wo groupe, Allianz AG, a Leading global insurer 
snd asset manager, and Pioneer one of the country 
largest players in the non-life insurance industry. 
Incorporated in December 1997, the company w 
fornmih launched im Api 1998, 

asl is Monich, Germany. Alianz AG is a major 
payar nthe rational anc inst Ranked 25^ 
in he 2001 Fortune Globa! 500 List, Allianz bas avete 
of over USS4S0 Billion and services over 60 million 
customers around the woe, including CNN, Reebok. 
Less, Goodyear and Coes Cola. Over 19.000 people 
a employed in over 700 subsidiaries in 70 countries 
“Traded i the wort leading sock exchanges Fra fir. 
London, Paris, Zurich and New York, i brings nto 
Pioneer Allianz its vasi international network and 
Finacial srength 

(One ofthe country's tp thes marker leaders, Pioneer 
Tasurance muintsins 2 strong position in all gencral 
insuranoz Hes. was the insurer ofthe Al-Frarie bout 
billed sse Tiri in Manila; the Las Pas Bamboo 
(Organ, when i was air-shipped ro West Germany for 


repairs; national delegations to the 
Olympics and other international 
‘games; and te Philippine season of 
Miss Saigon: Pioneer created history 
im 1995 when bt issued the county 
largost bond for Php billion in 
sonnection with he conversion of 
Fort Bonifacio. It has à branch in 
Hong Kong and 16 branches 
natonvide and brings 
venture local expertise and 
expetonee 

Pioncer Alin envisions itself 
as a company that will be the 
benchmark organization against 
Which all ther local insurance 
companies seek 10 compare 
themselves. This includes offering 
customer service thal cut above 
‘he rest and bul 
‘beat financial advisers and group 
bussens spesa who are anned 
With the conviction tat peace of 
mind is guaranteed with the 
purchase of every Pioneer Allianz 
product 


atem of the 


‘THE PRODUCT 
The line up of products runs the range from invest 
savings and protection to accident and health as well as 
education, retirement and estate preservation, Products 
are designed keeping customer needs in mind. The 
educational produc Aluranus Plus included a gift called 
Ultrasounds, 3 CD of classical musie o help babies 
devclop and moms-to-be relax 

1n September 2000, Pioneer Allianz established its 
medical provider nctwork called Green Olives Inc. This 
network is composed of doctors, hospi, clinics and 
Iaboratancs whose objective i lo make quality medical 
eare secesible to Filipino employees and their families 
cost-effectively, reliably and expensively Like the olive 
tre. with its tong history of healing, a nurnber of features 
distinguish Green Olives. These include providing 
asisance through a 24-hour Nurseline, tailored wellness 
programs sod new henhlhcare products designed for 
specific needs 


RECENT DEVELOPMENTS. 
Impressive gains have been chalked up inthe last rz 
ears of operation. Group business, accident and health 


Were first underwritten in July 19% to complement life 
ce operations From 32 Fnancl Adviser in 1997, 
there are close to 600 FA servicing cheni needs from 11 
locuions throughout the country in July 2001. From a 
tank of 26 by the Insurance Comision in 1998 in tems 
Of New Business, Pioneer Allianz let to ihe 18th rank 
in 1999 and i estimated to be number 10 amongst 40 
players for 2000 
The company website (www pioneeralianz com) 
bwas launch in the first quarter of 2001 to complement 
he existing media campaign ond to provide an addition 
channel af information. 


PROMOTION 
As one of the longest advertisers in the industry, Pioneer 
Alkana advertising themes have evolved meaningfully 
Hroaghout its young history. The launch campaign bild. 
"Wee All About Life” was composed of related pair 
of pin ads 

A spern and egg ad was released prior to the launch 
‘of he company on April 24, 1998. The official launch 


az? 


ate witscwed the fit of such a union with e voual of 
a newborn, The stunning take continued to make an 
impression on the public when i was tramdate ito 
linoa on Metro Mania main throeghfares 

Bor out of focused market research, the current 
banding campaign tagline "Life Simplified 
was launched in September 2000. This 
cumpaign provided 3 humorous veist to 3 
‘common situation, that of being faced with an 
(surance agent and asked, "Does insurance 
sound ike a foreign language?” The campaign 
initially incorporated pri, television and 
billboards and was later complemented by 

The Life Senplisd campaign was met with 
am overwheling response from the public 

The tv ad has been recognized locally and 
internationally in the advertising industry 
receiving the Ad of the Month award in 
September 2000 andi gammering the Breakthrough 
je Category award at the anmas! Creative Guilt 
2000 ars last May 2001. 

J Jane 2001 it was cited ar the Asian TV 
Anands (Highly Commended for Direction and 


We're 
all 
about 


‘became the only Filipino finalist in the Insurance category 
ofthe Intl. Midas Awards atthe New Vork Festivals. 
"Telephone inquiries trough the company trank lie. 
shown m the ad increased by SI on the weeks following 
he launch, 


BRAND VALUES 
Being a benchmark oraniaton means being able to me 
shone due standerds. The current campaign has done 
Just tht with the distinctive message of Life Simplified" 
trough clear form raght talk and quick chim 
These are simple proniscs made and kept by an 
organization that constantly improves produc 
processes, forms and services to ensure their efficent and 
ficte delivery 
Itin an organization of rowers youthful, ele 
responsive amd erstive Such is the paih PloncerAllanz. 
hs chosen on ite way to becoming a superbrand 


THINGS YOU DIDN'T KNOW ABOUT 


PIONEER ALLIANZ 


* One ot the firstin the He insurance industry to make 
sustained use of billboards 


‘+ The “We're Al About Life” jingle was composed by 
‘one of the country’s veteran composers - Loule 
Ocampo 


* The EDSA billboard of the newborn inspired a 
watercolor painting, which was entered in the 18th 
Kulay sa Tubig Annual Invitational Watercolor 
Competition Exhibition of Gallery Genesis in 1999. 


‘+ The insurance agent in the tv ad who turns intoa. 
tribesman is really two people. 


* The Focus Awards trophies given to top producers 
are commissioned with the Philippines foremost 
sserigrapher Impy Pilapil. 
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THE MARKET. 
In is century, sunglasses perform a dual futon they 
provide essential protection for our eyes and at the same 
time are an indispensable fashion xceemory 

Seleifc esearch established long ago that without 
the 


tection of premium quality sunglasses our eyes 
are exposed 1o the danger of injury over both long sd 
short ern. The result may be headaches and nausea, or 
more seriously, cataracts to name a few common 
complaints 

Particularly i the Philippines protection from the 
suni UV rays ought to be reason enough to wear good 
sunglasses. But in todayy self-conscious society, the 
consumer de 


vot merely vunglasses, but sunglass 
‘hat wil enhance the image rough oo” and aniractive 


ng, and through the prestige that certain brand abel. 
wing 


ACHIEVEMENTS 


Ra 


lobe the mos stylish and rusted 
brand of suglases in the word It has dominated the 


Ban cn iy ci 


premium sunglasses math 


in the Philippines and 
‘oration bocas He no oc sunglass band, Ray- 
an has been able to combine super design and tying. 
wi quii: these characteristics ae the hallmarks of 
the ray-Ban name. 

Research shows that over 90% of purchasers would 
‘buy Ray-Ban sunglasses again and some 76% plan their 


Prhe 


Ray-Ban songlawes purchase im advance. Buying Ray 
Ban i terete a stre conscious decimo which w 
some indication ofthe erce loyalty the brand commands 

The strong positive image of Ray-Ban is certainly 
ore reason why over 75% of Ray-Ban purchasers would 
o to another shop if they could wot buy Ray-Ban 
sunglass bo fit cse they vated. 

Ray-Baas fames and lenses have won a airing of 
awards over the years for desi excellence ia the eld 
of fashion These include the prestigious Fashion 
Deugnersof Ameria award foroutandergcontn bation 
to fashion, and the Woolnark award for Ray-Ban’ 
continuing influence ce men” fashion 


HISTORY 
roo is beginnings in a smal optomernst practice in 
1853, Bausch and Lomb has grown today to be an 
international organization of great repute with 
hesdqpacters ia Rochester, New York 

Bavech and Lomb's unsurpassed reputation for 
rmanafacurng the highest quality sunglasses was sparkad 
by the exacting requirements of a US Army Ait Corps 
lues by the mane of John MacCready In 1936 he 
shed Busch and Lomb to manufacture an abre 
sass for we in yes’ goggles. The idea was to protect 
mit? eyes against he bright glare encountered above 
the clouds and which eased headaches and nausea for 
airmen. Bausch and Lomb put a lot of money into 
researching the ideal goggles to meet the army's 
requirements and came up with the firs Ray-Ban ‘greon 


las" These lenses ot only cut glare but alio chocked 
uhraviolet and infa red rays, 

Bausch and Lomb iniroduced thene anne lemes 
‘nto the market as commarcl sunglasses. The peri 
price initially drew criticism until people tried the 
senglsses for themselves. Within a few months, very 
Migh sales hac swept away any doubts about the premium 
quali premium prid product. in 1937, the sunglasses 


were christened Ray-Bns' In 1956 Ray-Ban responded 
to consumer demand for sunglasses which were fashion 
acsesorie at well ae protective eye woar, Bousch and 
Lomb expanded the Ray-Ban line with new eyes far 
frames which were giant ep away fom te standuri 
precriplon models used up to that ime. 

Further changes to lens quality and colar have 
‘continuo to evolve ever since as diferent market needs 

Tie unique Ray-Ban image owes good dl to the 
brands inextricable isto Hollywood Many Hollywood 
legends have worn Ray-Ban and so do a number of 
todays top sas 

Among hundreds of recen fils in which Ray-Ban 
eve stared are “The Blues Broter, "Top Gun’ nd 
"Mein Black? and soles of he Ray-Ban ranges have 
y rocketed on the basis of the films and its stars There 
ie no doubt shat when Tom Cruise, Bead Pit, Jack 
Nicholson, Will Senith, Cameron Diaa, Madonna and 
countless other Hollywood superstars are snapped 
wearing their Ray-Ban it 


a positive impact on sales 


THE PRODUCT 

A Ray-Ban products are manufactured fom tp ality 
olera and engineered prece to enaure the highest 
of standards are waintined Pausch ond Lomb seeks, 
«gate sig. create he works ies lenses, providing 
apium protection from ura violet raya. racing no 
red option. The 
company was responsie virtually single handedly for 
ining the scienti sandy of ronglass lenses. 


immimson and balancing light 


A the sime ne, Ray-Ban has become famous fòr 
style and comfort, nd heir durability i bo important 
a Ray-Ban lenses are made 
fom the highest prade optical quality glass Amu stage 
empeing proces gives lenses extra durability and 


consumers, Consequent 


enhances their resistance o seraichiag 

Every metal component of he Ray-Ban product is 
‘handcrafted, and all Ray-Ban frames are hoped for fall 
eye cove 


ge with self adjusting nose pads for 
comfortable weight dhanibunon Each pair of Ray-Ban 
sunglasses s inspected rsen tanc ding mamaaa 


ord is es covered by warranty against defects Al Ray 
Ban suisses mast poss a series of tss w show that 
they absorb or reflect t least 65% of all visible gh 
mest siringa standards for color recognition (for sate 
driving) and provide 100% protection fom the sus 
Jamás uhravioles cays 


RECENT DEVELOPMENTS 
Market research oa recent years has suggested to Bc 
and Lomb that consurners respond vai to he brands 
classic ranges Vet tbey also cages se new styles with 
the Ray-Ban rame 

Ray-Ban has reseed to his in recent years by 
intsodacing a vary of ace tres From the high vech 
Highseet aad Phantom Spon aed the chie Sides, 
Mondo Metais and Rivas collection through the more 
stecriseDady-O collo, Ray-Ban ice than ever 
rct the needs of a wide range of premium songs 


PROMOTION 
Ray-Ban was fit adverse in 1937, Since then the 
sorketmg of Ray-Ban has become very sophatcatal 
The brand places a heavy emphasis os dupiayng he 
oduct a us suppor advertising material i e best 
possible ight, wtilizing the highest quality 
standards ard alerts a pount of sake 

Ray-Ban bas become ameti ofa có in De warid 
Fashion. ts glamorous image has been prometed 
"heap fashion jour an by celeris whe choose 
Ray-Ban s the samples to be wen m 

Ray ars bs concerned wih edacating the ubl 
nthe noe to lock uio ay, nd th isa pay 
function of Ray tay senses b hp become a vii 
component of promoting Ray-Ban to enne thatthe 

angian purchaser undersand bow important eye 


y 


petecion e 


BRAND VALUES. 
Ray-Ban sanglan ive po thor own igh andar 
They are prem quality and are scenic designed 


and Voted v ensure optima vision ond efficiency at 


rotting the eyes They ave durable und because they 
se so hand wearing. are lo good value. They are also 
syn febionale and glamorous 

"Busch and Lomb et out to be e work leading 
manufacturer ofthe fimes posible maurs and has 
mere than alee ant 

Ray-an u constan refining t technology 10 
prodece even better frames and lenses with higher 


protection whist reaming Ue bands” cene wage 
Quit d novation are the heyt to the bean cco, 
Ray-Ban can be tre to boh poet and impress 


THINGS YOU DIDN'T KNOW ABOUT 
RAY-BAN 


Ray-Ban sunglasses undergo a series of stringent 
tests before going onto the market - including one 
that involves dropping a 15cm steel bal from 120 
‘em onto each lens. 


* All Ray-Ban plastic trames spend between three 
‘and ten days tumbling in a mixture of wooden'shoe. 
‘begs’ and polishing compounds to ensure a sain. 
smooth finish. 


‘+ During the Second World War Ray-Ban lenses were 
standard government issue to tne US Air Force to 
protect pilots’ eyes from the glare when flying 
above cloud level 


* Although Ray-Ban is commonly associated with 
movie stars and celebres it was General Douglas 
MacArthur, (^ shall return" remarked upon his 
departure irom the Philippines) as commander in- 
chief of the Alied Forces during World War Two, 
who initially made them famous. 


THE MARKET. 

The Pimpaesexrerenesd many seon 
heath bse he repen date er 
Yearofthe 19905. Nalfecedveualy every 
tsi, but was partly ad pon the 
banking industry. Cutbrost competon 
so banka bacamo frs withthe advent 
of moce foreign players that many local banks 
Tous themselves m a ic pion 

Ous bant, te ial Coomera Basking 
Cogontion (RCBC), sn eei 
tos cause for despair, but as m gpl 
Vormpeseoor produet and services. The new 
"wllnnium had vehere in a world af 
comin ond technology pevoaby 
andreae of. Comer needa wre aiso 
hanging rapidly, They began demanding vt 
jut for more prodets and services fom 
banks, bà rester acesibliy io them ar 
will TheroleoFterioo bank a not past 

ovide the products and services 
‘uslomerscuneniy ree, ivtoantiopue and. 
odes thi ders m the fue. 

This total overhaul was guided by YGC 
= Excellence program of the entire 
‘beng Group of Companies (YOC). Tu 
ew service quali program landed on 
Ocber 6, 200 serves as an emblem ef 
large ind sable group of companies wi 
dies skills, all vant oj ogee. synergie 
"eit nives 10 serve eves eter. And gh 
the YGC = Excellence program, each 
employes does hi ful share io alin he promise of 
“riving mere atone” 


HISTORY 
Founded by Ambassador Alfoaso T Yuchengeo in 1960, 
RCBC is row amang the six ages coxamecil bake 
in the Philippines. In 1989, RCBC was granted a license 
Jo operate às an expanded commercial bank, more 
commonly known as a universal bank: Dee of its key is 
its adliance with Sanwa Bark of Japan, wich came aas 
aneqaity partner in 1973, Samra incremed is 10 equty 
in RCBC 1025% From corporate banking, RCBC took 
is first bug step towards consumer banking ata rime when 
economie growth was sparred largely by consumer 
spending. 

In 1995, RCBC embarked on a re-engineering 
program ro sharpen he harks compentive edge gau 
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RCBC 


RIZAL COMMERCIAL 
BANKING CORPORATION 


A YGC Company 


dde venie of rnc cone ais 
he program focused on busan and process e- 
Louie 

To 1997, he Monetary Hoard and Secihe and 
Exchange Commision approve PA bilion cpi 
hal program — P2 inn ok ristas often 

F2 bien dana! pai oFerae 
n 1998, RCBC Savings Bank reply expanded ns 
ese and anch ek with h sgn of he 
assets and the assumption of the depost liabüstics of 
Capitol Development Baak. The savings bank 
cared os hos and solos sn os al 
goi. 

By 19, RCBC rein trino saci 
ste becoming 3 dys rcl itin Vr 
— 
oie oe abet Wh the consistent delivery of 
service to ies, RCBC has grown into one af the 
covet s sot expanded sien teaks, To date, 
CBC has a ots of 185 buses cemere and 110 


branches for its savings banik. In 2000, RCBC 
Capital acquired Bankard, Inc That same 
est the ak transferred to tt new corporate 
hesdquaners — the RCBC plaza along Ayaba 
Avenue 

The RUC Plaza, the fines and most 
modem business adress n the county, 
symbolizes the bank's entry into the 
Information technology The completion of 
isoteofabe ar boldng a fiting salt 
Jo RCBC's bones and dedicated service 10 
he Filipino peopl, 


‘THE PRODUCT 

Our prodets aro curently developed to wi 
ur customer in varionsareas RCBC offers 
Various deposit produets that target the 
savings of various grows, To encourage 
children vo save, the “Bulilit Savers Club 
Acconm was created, allowing the inl 
deposit 0 be just P300, For fis, che 
“Pai yaa has boen peard oensre high 
earings for regular savers. A varied choice 
‘of other deposit products are also available, 
ez" “Super Value. 


Checking. 

RCBC abeo aggressively entered the. 
‘market in consumer real esate morgage and 
su francg. 

Tetemoney, RCBC's answer t the remittance 
requirements of Filipimos overseas is bet known as the 
 pionesr in door-to-door cash delivery. One ofits umque 
serves is the Telemoney Global Club, an international 
association of Filipines wotking overses, Each Global 
Ciub member is automatically given » P50,000 life 
aserance coverage, and a P30,000 additional accident 
insurance coverage for 008 year 

hus, members can alsa enroll inthe Red Cross 
progam called “Pamilya Mo, Lingap Ko,” a program. 
‘which aims to help keep tbe Filipino family together 
during the time of separation through regular home visits, 
counseling, medical conslation, and referral for the 
beneficiaries. RCBC was also the frst hank to pot upa. 
vene especially for OFWs and their families where bey 
can have free medical consltations and counseling This 
is he Telemoney OFW Cemer in Pray City. 

The recent addition of Bankard, Inc. in the 
Yochengeo Group of Companies has transformed itself 
ioa major player in the croi card industry. Bankard 


Inc, cities the widest ange of cand prodacs in the 
Prilippines today. 


Meanie, RCBC has incorporated jis Trast and 
Treasury Divin with is other subsidiaries sch as 
RCHC Capita! Corporation, RCBC Sects, and Forex 
Brokers Corporation. w form the Invesiment Banking 
Group. IBG provides » comprehensive range of 
investment opportunities for our customers, from retat) 
investment products and portfolio management, to 
corporate financial advisory and investment banking 
services. As proof of IBG's competence, Watson Wyant 
Philippines, Inc. the largest, global human resources 
sonsuhing fim has recently commended RCBC as 
Hamer Lir vetmement fend management. Meanie, 
RCBC Capital Corporation tas consistently bees the 
lending underwriter for five of the six major (Loest 
Goverment Unis) LOU Bonds, making RCBC Capital 
Corporation asthe Lender and Munovaror in he Philippine 
Capital Market. In addition, RCBC has aho bee 

recognised as Sharp Philippine Bank Agent of tbe Year 


RCBC sil continues 10 set is eyes on further 
Doers growth. Steadfast in realizing thi via the 
"ost comprehensive, advanced, and secure delivery 
‘channel today. In this regard, RCBC Enerpise Banking 
‘wasrecenty bunched RCBC Enterprise Banking 
comprehensive suite of financial solutions for 
corporate clients. The mun delivery channel for 
‘enterprise ong the ater, That brings RCBC's 
corporate barking the net 


RECENT DEVELOPMENTS 

Al backroom operations cari out in batches like 
credit packaging, skearing, imports and export, las 
and accounting were successfully moved from branches 
anst consolidated in Operations and Cash Management 
Centers: Makati, Manila, Cebu, Bacolod and Davao City 
4s well as Cash Management Centers in Quezon Ave. 
‘Alabang, Kalookan, Calams and St Ross RCBC has 
‘cently completed its new bendquariers, RCBC Plaza,» 
development ho is second-to-nore im the country 
because ofi location and tateof-hear technology 
The RCBC Pisa is composed of the 46 level RCBC 
Tower and a 4| evo Condominium Tower and has 2 


wea arez of 24 hectares of prane 
commercial space including 2 
eee level podium with xed 
ed facts: The RCBC Plas 
ita joint project of RCBC Land 
and Reco Rizal Pine Pte. Lad 2 
subsidiary of Government of 
Singapore Invesenent Corp. 


PROMOTION 
Madia campaign are carnes out 
usualy when new products nd 
services are launched. With a 
wide assortment of wats, RCRC 
Ins consistently been m touch 
with its customers through 
_advertinng, personal selling, 
sales promotion, and public 
misoes, such as res stan, 
events, and press releases The 
regalar promotion, inchating 
seal sac mad compet ons, 
also ensure that RCBC reserve 
favorable pbi mall mes 

Silos leadership is an integral factor in RCBC's 
promoten sali tank employee are ay rino 
‘om how to go out and sell products and offer more 
Petonalzed service to is cotomers 

RCBC, ies consule i nicus centers nits 
purto he ark promotions. Thus, RCBC is curent 
upgrading i systems and even the business carers 
layont to eke them mote customer cee end sae 
rens 

Ar good comprite citizen wih a gh regard for 
corporate social responsibility, RCBC lausched a 
cumpeige called RCBC Kirweniong Kalikasan Katha ng. 
Kabataan a shor story writing conte whic amr oap 
e youth's ccatinty a94 rwvomenta! concione. 
sob in 1995, the comest was enmcced out of the 


‘The winner and Dei schools reve s coh praze while 
"Be ores are published inthe RCBC Nate Seis an 
activity book which is given Iree to schoolchildren 
mre Todi, the contest has rcogrind 29 erties 
and taleoesd writers 

in celebration of tbe contests fist five years, the 
wining cores were cori into a special hardbound 
book aptly titled "Kuwentoog Kalikasan Katha ng 
Kahutzn Prize Winaing Narre Stores." 


Lighter 
Housing Payments, 


RCBC 


THC TeleMon! 


Di Lang Pera 
Ang Pinyedeng Ipadala 


‘The mores are asta Host by the memi 
9 Ang Iusrador ng Kattan (Ang INK) which made 
‘the book more imereting to read Copies of the seca 
book have been dnt fice o mumcipal and shoo 
ance nationwide In recognition to hit roc trenes 
project RCBC recived two Anvil Awards of Excellence 
fromthe Pubic Raion Society of th Plipines anda. 
reading advocacy award from he Reading Acuto of 
the Philippos 


BRAND VALUES. 

RCBC hes worked very hard for many yer o wine. 

public's perception of stability, mega, foren, 

and excellence. And it id not fait in is endeavors The 

Aran shown n RCBC is clearly sen by the continual 
increase in busines year after ye 

However sanding confceny against rhe vn 

docs ni mean renong on owr burela RCBC vill conie 
"o ent tbt roh continuous insala of 
i products, vernes, m even cur relanonships vat 
‘our costomers, This will help us to not just mes our 
come’ increasing demanda, but to anticipate what 
hey wil want from us inthe fure a vel 


THINGS YOU DIDN'T KNOW ABOUT 
RCBC 


* In 1970, RCBC pioneered the credit card in the. 
Philippines by issuing the Unicharge Card to 
‘selected clients of its Unimart branch. 


* The bank is not known as RCBC among its more 
established clients, but rather The Dragon Bank, 
as they believe that its pronouncements of 
adkerence to positive traits and habits of excellence 
Wil gain it dragon economy status. 


* RCBC was the first to launch à new time deposit 
‘package when in 1975, the Central Bank undertook 
a restructuring of deposit and relending rates of 
‘banks. This package was named he Pangkalahatan 
Time Pan. 


» 


THE MARKET 
Compared to other beverage ines, the worldwide energy 
drink category is only in s infancy stage. Before the 
rial of Red Bul in the Philippines seven years 
sgo, most Filipinos haven't even heard of the 
erm energy drink. Energy Food and Dri 

Inc the exclusive Philippine disributor of 

Rod Bull took the ease as a challenge 

And since then. has worked towards 

the goal of making Red Bull a 

bywond the Philippine beverage 


al is marking strategies and 
adve i 
value of having an exa shet 
of energy in performing f 
one's daily activities 
Aiming t6 educate 
Filiinos of is essence, 

the brand has always 
emphasized that 
whether you're d 
young oF oid, male 


concentration 
endurance and stamina 
to get you through the day; 
and Red Bul is the bet produet for that 
particular eal Considering that Red Bull's aret market 
is practically anyane whose body condition requies 
ditional erderance and alertness, Rad Bull should be 
readily available everywhere. 

The assurance of gainiog imme 
rejuvenation is the main selling point of Red Buli to its 
buyers ls immediate effects prove beneficial st only 
to hose who enjoy an active fele, bat also to people 
wbo are taxed mentally. Besides the efficacy angle, what, 
largely separates Red Bull from is competitors is the 
product's taste. 

The publie perception that produc, which purports 
medicinal value, should also taste lie medicine is 
shattered by the brand's candy-hke taste, which from the 
‘onset bas appealed to the Filipino taste buds 


ACHIEVEMENTS 

The growth of the energy drink industry has been 
phenomenal sine the entry of Red Bull in 1993. Records 
80 


RedBull 


ENERGY DRINK 


penetrated the Philippine. 
energy drink besiess, the 
market tripled compared to 
1992 ora year feris enry v 
the ade 
‘The probable reason behind 
tans tremendous upsogs was the 
awareocns campaign that Red 
Bull conducted. Since thea, 3 
consistent growth m the energy 
rok en has been observed 
Despite the economic and 
ptt eof yew 2000, Red 
Ball was sill abie 
double-digit gain versus 1999, 
proving that the product has 
become a staple in Fro ving. 
Understanding the huge potent 
for growth, Red Bul anwes to expand 
its market reach by giving focus to 
edicted product daributon. I broke 
hamers by so limiting s distribution 
channels to the usual networks such at 
supermarket and pharmacies Red Ball has 
sade it a point vo be present in al secondary, 
‘eran and other nor rótional ut. In fat, 
mould pt be a surpass nowadays 10 find Red 
Dull avaiable sh cbutre places as heres 
and bus stations The lta sm of Red Bul is 


achieve 


HISTORY 
Energy Fond and Drinks Incorporsied was formed in 1993 
‘by the Chua Family to market and 
disuibue Red Bull in the 
Phiigpines Isas dung ha tine 
‘thatthe faily was looking for a 
produet that would capture the 
interest and fancy of the Filipino 
people 

Red lions ia Taitand 
weder the briod mame 
Kraisgiseog, Even before it has 
set its foot m Philippine soil, the 
product was already enjoying a 
Wide following in many Asian 
‘comnts During one oftheir visits 
o Thailand, the family sav bow 


acess the brand was in ite home county. Io fact the 
product was so popular that it was normal for the streets 
of Bangkok obe inreg with bones of Red Bull. Seeng 
the huge potential of the product om the Philippines, he 
Chua Family was inspired to eam more about the brand. 

Afierdoing thorough research in both the Philippine 
and Thai markets, tbe family was amazed by the 
snes betwen the two in terms of econome climate, 
tastes and preferences 

The Chwa Family realized that given the opportunity. 
Red Ball would be a hit in the Philippines. Thus, afer 
etg wb manufactures of Red Bll Energy Fo 
and Drinks, Inc. was appt be Philippine distributor 


ofthe nd. And the rest as they say. is history 


THE PRODUCT 

Red Buh is composed of aun, in, cene and other 
vimine Ths mintre of vitamins ad minerals allows 
forthe revitalization of he body afler strenuous physica 
oc mental a 


wit thereby ensuring optimum work 
performance. Among al the energy drinks in the market. 
ed Boll boasts of beng the most potet in terms of 
Tomwition and efficacy 

In Europe, Ke Bull wa introduced in carbonated 
wed version while in the Philippines and most Asian 


countries; Rad Bul comes inthe no-carbonated 150ml 
hotle form. In the ftre the brand hopes to iro 
‘more vanants to augment he current produet 


RECENT DEVELOPMENTS 
‘arly as 1993, Red Bul has ben positioning el in 
the field of sports, partieularty in basketbalt, trough 
Participation in the Philippine Basketbal! League (PEL) 
However, in the year 2000 Red Bull became part of the 
profesional basketball cene when it became the 1 
member he Philippine Basketball Awaciaion (PBA) 
solidifying the rand and joining other industry lenders 
in Ani's most prestigious professional basketball league 
The team's moniber, Thunder, was selected. 
thousands of names submited by employees of Energy 
ood and Drinks 
The name, which connotes strength and power, 
te opponens 
powerhouse tums most 


tide to dom 
Considering the lineup of 


people pave ie chance to Red Bull's campaign in the 
2000 season. Notwithstanding the publie's doubt, Red 
Dull war ail abl to garner 3 place in the 2000 
1001 PBA Semon, Red 
Bull bucket all odds and came out champions in the 
Commissioner's Cup Fal, maki 
nndis to win a PBA championship 


Governor's Cup. However ni 


i he Y youngest 


PROMOTION 
D 
Food and Drinks became active in timed advertising. 


the day RedBull amved in the Philippines, Energy 


sonsarer and wade promotions. Sir 


nergy mds ere 
Vital unknown in the country, Red Bull's earlier 
venting campane concentrated more on the seta 
benafits ofthe product, as wel as on the people who will 
benefit fom consuming Red Bull. The ads were o 
successful that some were able t og avant 

Tt was in 1995 when Red Dull launched its fr 


nationwide conmumer promo 
dubbed "Red Bull Power 
Try." which gave i winners 
the opportunity te travel 
broad and to start their own 
Another 

raiomwide promotion in 1997 
sav the brand giving away 
milions ofpesos weekly This 
was alio Me time when Rad 
Buli had sete siren Rosano 
Roces as is celebrity endorser 
The TV commercial with 


businesses 


an Amazon theme proved 


effective in increasing s 
and prodct recait. The year 
1808 was estos not only 
in Red Bulle advertisin 


TELEN 


<— 


portfolio but in Ph 


« adver as well when 
popelr erem ero Jean-Claude Van Dem appeared 
t the proc’ endoner. 

This was the very first time  cerified Hollywood 
m 


ur fied a local 


ison commercial in the 


prince. The advertisement catapulted the brand, 
heh at the une va promoting Red Dell Supreme to 
herp ofthe emery drink category nfs, the campaagn 
asso scent tht despie the Asta coonomuc ci 
Ran 


war abe 1o rest he growth precem 
‘Aide frm organizing television ralio and p 
ompuers, and national corsare promos ed Bul aho 
asore various acties pater Deme sca to 
sport nd Nh energy endeavors 
Fro 1996 to 1999, Re Buli sponsored e Ratcy 


Cub of Manila's Tower Awards, which recognized 


exceptional leno workers 
The Awards highligh how she produci ean be 

shvamageous o Filipino workers, being t mor art 

mart. Shing gears, Red Be 

of he Babin Pilipinas Ch 


msot spon 
Wer, the biggest beuty 


Winners of the pagea represent the Philippines m 
ictrmaond competition such as Ms International, Ma. 


‘World and the biggen pagent of them all, Ms, Universe. 
The brams participation va aetivities, whieh are ronmaly 
ponnared by feminine producit highlighted the brand's 
versatility terms of t nre accepit. Red Du 
as e continued to increase dn 


won and slc 
rong strategie rade promos targeted at down he ie 


oae md ditur incentives 


BRAND VALUES 
RedBull Energy Dew recognizes the hard working 
Flies 

That's why Red oli ach to ego 
o4 bodies y order for them to 
thee everyday lives 

Understanding tha 
Red Bal provides the extra pinh owns 
Red Bull ensures that every drop in the bottle is packed 
wi vitamins and minerals designed fr the Filipio 
m 

For the past even years, Red Buil hus 
synonymous wih “energy im a hot 


beyond the demande 


er is only 24 hou in a dy, 


every howe 


In the comme 
years ithepeto sumtime providing energy o he poner 
the Filipino forwand 


THINGS YOU DIDN'T KNOW ABOUT 


RED BULL 


* Kratingdaeng, the Thai equivalent of Red Bull 
‘erally means "White Water Buffalo.” 


* Red Bull is used by some people to energize 
Gamecocks, racehorses and even farm carabaos, 


* A couple from Cebu wrote to Energy Food and. 
Drinks asking permission to name thelr child Red 
Bull. According to the couple, they were only able 
to conceive afler using the product. 


* in Europe and the US Red Bull is used as a popular 
mixer for vodka and other hard liquors, but In the 
Philippines, Red Bul is used as a mixer for local 
gin, rum and brandy. 
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THE MARKET 
MY. San Biscuits, Ine, has a wide variety of products 
at cater o ll income level and all age groups. Thee 
is no absolute distincto in these markets as prxticlly 
all ioco economic groups can afford, appreciate, and 
enjoy the various products of M.Y. San. 

MLY. Son products can be enjoyed by anyone, at 
nti 

MY, Sun's major brand, Sky Fakes crackers, eaters 
toall ages, eve and income levels. Sky Flakes widely 
‘eared as a food staple, in he tame category as both 
rise and potes. 


ACHIEVEMENTS 

For over 6 eus, M.Y. San Biscuits, Inc: has been atthe 
forefront of the biscuit industry. Ius product have been 
Known or thei oven-buked freshness, affordable proces, 
and qiliy. M.Y San products elude the popular Sky 
lakes, Fia, Graham Crackers, Soda Crackers, Sugar 
Wafers, Marie, and Danish Style Buer Cookies, among 
other popular favorites s flagship branda are Sky Fakes 
ana Pita crackers These are consideres pioneer bands 


1 far as Filipino crackers amd ticus are concerned 
Sky Flakes han been enjoyed by generations of Filipinos 
frorn all walks of life. thas become part f the Filipino 
lifestyle Research has shown that many Filipinos have 
says rea the Sky Flakes brand as the finu of ts 
Vnd 

Sky Flakes has maintained m position a the market 
Vader inthe Pippin: Cement cbecives forthe brand 
include obtaining a significant foothold in the 
teat market Fr bots ant crar 


HISTORY 
Tn 1905, a young Chinese entrepreneur named Mar Yok 
San arrived te Philippinen in each of new business 
aportantes Soon ater, his two brothers joined — all 
three driven by sheer determination and a desire o 
succeed. Within a short period of tie they establishes 
the Escola le Cream Pac 

Within months of ts opening the Eso ee Cream 
Parlor enjoyed tremendous success gaming & loyal 
following from is customer Later on, Mar Chew, who 
d previously mastered he craft of balvas in Honolulu. 


Hawai, added another dimension to their ice cream 
pulors vast offerings, By 1920, the fist ovens and 
machinery for baking biscuits were Installed at the 
Anis first factory in Calle Sales. 


iln ns later, in 1938, Mar Chow posed wa. 
Foilowing Ns death, the two romaine Mar brothers 
relocated to Hong Kong. Notsceing her husband's deat) 


asa hindrance, Chung Chi, Mar Chew's wifestiblished 
bit factory in San um, Rizal under the nae MEY. 
Sar må Co, Ine. During the same year, the name was 
changed to what ie now a household mame: MY. San 
Biscuits, Ine 


The rest 6 ll Filipinus know, has become history 
Tie gth of the company over the nat es yeas was 
unprecedented. Although the cutreak of World War 11 
aera fores he company 10 vitally siop 
‘operons the undying dedication ofthe people behind 
MLY. San never ceased. Chang Chi together with her 
children and the company’ employees rehabilitated the 
‘company from the rune. W was a hard but successful 
phil limb. The San Iun plant was moved o Cainta, 
‘Rizai and company facilis were expanded further 

Over ume. M.Y, San Biscuits gained popularity and 
became à household name synonymous with quality. 
Modem facien were acquires to proce it class raw 
material, while the mas production tat followed. 
enables M Y Sm vo tribute raioneide and reach out 
to every Filipino 

MY Sun’ products have been a part of mos Filipino 
ves ever nac — a student's Rely mack in berecan. 
mesa mothers tasty bon for hr chile, a humble 
mans alternative t ree, and a father's lig sek 
daring work. 

Today, M Y San covers a wide range of products. 
‘eth brand at fü the varying preferences und eyes 
the Filipino from the chassie avons Sky Files Fita 
Lions Soda Crackers, and Graham Crackers, to the all- 
lime favorites Marie, Buster Cookies, Mined cuis 
Mappy Time Assent, and many more 

To help bridge the distance with homesick Filipina 
abo, M.Y. San bapan exporting to Gam inthe 1970% 

Since en, M.Y. San has abo exported ix products 
Wu ober continens as well Today M Y Sn is availble 
Woroghout the Phlipices and a somme parts of tne East 

d West coasts of the United Stanes, Europe, Canada, 
‘he Middle ast, Auli, and the Netherlands 

As MY. San celebres i 65 Anniversary im honor 
‘of Mar Yok San and his emerprising rnily. M-Y. San 
Bises, tnc. salones the hundreds of Filipinos behind 
the sueseas of the corporation. From its humble 
bgianings trough the rugas andto what s now an 
‘etabliahed Filipina instituton, every bit ot an M.Y San 
citis idee, o true pri o the Filipino. 


‘THE PRODUCT 
‘Ata now as "The Chassie Best Sele” Sky Flakes 
cracker is one of the flagship brands of M-Y. San 
Bisnis, Ine. Itis the number one best-selling cracker in 
‘the Philippines. Sky Flakes crackers are both rich ind 
crispy and wil accompany alms any smack or meal. 
Sky Flakes has aet the standards by which other 
biscuit manufactured apie to achieve Wath a baking 
process that ensures a degrec of quality tutis at par with 
world avons, the brand's image f market leadership 
has grown over the years. 


RECENT DEVELOPMENTS 

In the year 200), MLY San Biscuits, inc. has isken its 
“tradition of good aste and quality ro the 21* Century 
with ts acqustion by another iduary leader, Monde 
Nisam Corporation ~ perhaps one of the biggest 


ligomencs 1o traropire within the present local food 
indy 


Now Know as Monde MLY San Corporation, she 
‘company o geared tard sts apne prodaction to 
meam cversoctcang demand henge oa e popularny 
‘Of M.Y. Sans lending brands Shy Flakes and Fi 
crackers. The alignment brings upan the local biscuit 
idury both companies resources and expertise in 
erigi quali fos producto The Monde M Y San 
‘Corporation Sales Office may be rcacbad at 717-098010 

Abo, an eid setae in the Philippines. 
Mona range cf products me ledes popular brands such 
35 Tini Wini Bit-Sie Cookies, Eggnog Biscuits and 
Nun Wafer. 

Das 1 the synergy fone by botn companies, op- 
bete baking equipment a mell as production. 
facilities and techniques that ate varivalled by 
somgettors se utilzed. Mende MY, San ims to rane 
{he barons industry eaenip by adhering othe sare 
tin honored principles of MY San Bizet, Inc- To 
ferte Filipino people product xctience by providing 
high quy produc hat are among the world’ best. 

‘Aste prend enhances the postion of the new 
company’s roke in the Philippine food industry, Sky 
Flakes sil be Cousry No, | cracker brand moves w 
A higher evel. N continas to enjoy lca and giobal 
promotor, resin ina pin of masave support and 
aeceponce from a massive and evergrowing marke: 1w 
the Phgpses and abron — arista Scterrand 
Mie Shy Flakes way deserves 


PROMOTION 

Sky File advertimng and promeons) activities are 
ompenertal on a ode aie and m pica ee 
nte and sorte. The band engages in many 
‘cms of marketing comme aa thew various med. 
The ingle "isti ng Malad was popularized. and 
has become well known throughout the country. The 
Sogan ofthe averisngcamign nthe Philipines was 
‘Ang Pambansang Biskw” (The National Cracker) 
which emphasized the brands ppl, Remap, aad 
Its longe bond with Filipinos. 

As MY. San Biscuits, In. continue to fli i 
‘commitment to the Filipinos by deivcong the finest 
Sali procs possible, Sky Fikes ow males r's mark: 
on Pe 21 Contry with is recen advertising capui 
"Ove Wordi O Sky", With this, band equity is taken 
‘higher levet, froen local o giobal. 

Armead to ts vison, Sky Fakes ts positioned across 
states ad goes beyond borders, as it is now available not 
only the Philippens bat aiso m maay parts of te el 
Allowing Filipino overseas workers and immigrant o 
ope with homesickness - as they yearn to have a tite 
of home from thousand of ouier eway - andar the same 


one, sm the aste ofthe Philippines crocher of oic 
swith the global communi 

in syne withthe global approach, M-Y San has also 
launched its official website (yon umana snn p) 
seeping fhe company as well as is loyal and growing 
sumer base in Tovch thre modem ways of 
ouncion and (ede 

The website which showcases M.Y. Sun lineup of 
quley peoduci also offers the vtr a peek ino he 
company’ history, a recie page which is updated 
quies according othe feared product, a children 
age wih tiva games where ries can be won, and an 
‘portant for would be entrepreneur dint M Y 
‘San produci within thei ar 


BRAND VALUES 
Shy Flakes in baked Rom he Finest ingredient, tis 
positinsd as a sapie food, similar 1o wha rice iin the 
Ext s potatoes are in the West 

In ich soceptedan univers stapke throughout 
‘i hemiapheres of he globe. where renum w put on 
‘Sky Wakes crackers being fosh, crisp. and tasty. 


THINGS YOU DIDN'T KNOW ABOUT 


SKY FLAKES 


^ That a total of 80,000 Kilos of Sky Flakes are 
produced everyday. 


‘+ This figure is equlvalent to about 10,000,000 
‘crackers a day. That is enough to feod the people 
‘of Metro Manila with one cracker per person, each 
day; or roughly, the entire population of the 
Philippines (75 milion) with a weeks production. 


+ A single day of production o Sky Fakes, when 
placed end to end, is 4,000 times ne height of the 
Ettei Tower in France, 


‘+ One week's production of Sky Flakes is enough to 
cover the length of the Great Wall of China, three 
ada halt imes over 


* A month's production of Sky Flakes is enough to 
‘encircle the Earth when put end-to-end. 
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THE MARKET. 

SM s the sewed drei ad anovator m the 
"enl merchandimng d shopping cenucr seene m the 
ilps. 

‘Through i dparment sores, eai outs, und 
hopping centers, SM has become past of the lives of 
many Filipino 

Ai any Filipino whet they spend th ste, 
and chances are, more than BON will say hey spend their 
{me atany SM stare or mal conveniently nea pace 
of work, residence or school This is not arp, as 


for many Filipinos, shopping Wa pasion, Leisure ad 
entertisment is great catalyst for family fun More than 
oe milion customers vt SM Malls cach day These 
aro places where they can shop, dine out, watch movies, 
oF simply spend fon tes with fcit members and 
fenis 

Misi indication of SM ke, t certainly points 
{to abroad base spanning all ages, ll income brackets, 
ct walks of Ie. Many Filipinos have in fact, grown vp 


Ou 


with SM, whose popular “we've ot it all bone" las. 
become a shopping anthem for generations shopper. 

As its market evolves, SM continget be on the 
forefontofhange at vimdeces new produc, este 
concept, and technclogically inspite innovations to 
sarve the needs ofan creasing globally orrena tech- 
sry and socially aware customer 


ACHIEVEMENTS 
Today, SM is a dynamic cup of companies commited 
Joe highest level of alent servie, and experte tbe 


reti merchandising and hopping cete industries SM. 
has been named onc of Aus most adrvrd companies 
jury undertaken by a prestigious Asian busines 
magazine. Nt has consistent ben ramadas one of Asia's 
leading companies in Far Eastern Review's Review 200 
More recently, t has been honored as the Best Philippin 
Company for Stegy and Management by Astamosey, 
sweell as thc Best Managed Company tn the Philippines 
by he UK based Euromoney Magazine 


HISTORY 
On October 1958, Henry Sy S opened the first Shoemart 
store along Rizal Avenue in downtown Manila- 

Me Sy, who in considered the visionary o Philippine. 
real, conceptualized a chain of shoe stores, each 
characterized by a destinct merchandising lay-out never 
atersptsd befor in the county 

In the Sixes, fhe company expanded iu shoc store 
chan. M wras one of he pioneers inthe new iban enters 
when it opened bigger shoe outlets at he Makati 
Commercial Centri 1963 and in Cubao in 1967. 

n the Seventies, Shoemart marked its shift from a 
shoe store to a full-line department store — SM Manila in 
Echague in 1972 and SM Maka in 1975 This shiftalso 
marked a change in corporate identity. Shocman became. 
known as SM Shocmat or simply SM, a nome that has 


1 
"i 


become synonymous with one-stop shopping excitement 
M positioned 


self for growth in the Eighties 
divenifying into the supermarket and appliance toe 
businesses, Late 1985, markod the opening of is fnt 
shopping mall, SM Chy in Nor EDSA. 

SM emerged as a hey player in the shopping enter 
industry in the 1990s, giving rise to the malling 


phenomenon in the Philippines. In 1994, the Group 


established SM Prime Holdings, a publicly listed 


company that owns and operates in chai of world class 
superna 


THE PRODUCT 
The SM Department store — At the heart of SM's etal 
network isthe SM Department store hai with ts quay 
merchandise one-stop shopping concept and service thar 
has made it part of the lives of many Filipinos 

SM's Retail Stores 
sonplemen 


SM'r retail affiliates 
ona tore lines. These inchide SM. 
Supermarkt, SM Appliance Center, Healt and Beauty 
Stores ACE Hardware, Supls Shop, Toy Kingdom, Our 
ome, Fanily Drugstore and Super SM 

SM Supermalls - SM's eleven supermalls are a 
shopaholic’ ultimate fantasy with is great shopping 


Jenae andenertiment for the whol family With over 
milion quae meters of great shopping and fun, these 
atrae over a milion visitors everyday. 

Leisure anchors, SM Food Court, SM Cinema, SM 
ke Ska 


ng Rinks, SM Bowling Center and Storyland. 


RECENT DEVELOPMENTS 
Axiteoninies to prow, SM will have more stores, more 
alls, more shopping fun for is customers 


myx 


SM Sapercersr Sacar opened is doon 
ocenonen in the South Metro area. SM wil open its 
first mall in Mindanao when SM City Davao opens in 
Wich the company's poal to open two malis a yoat, 
shoppers can look forward to SM Mal 
Cagayan de Oro in the year 2002. 


m Bican and 


Wah encouraging ren 


Grom provoca malis, 
SM management s eto its ss oo promocia areas 
Vie Cavite, Laguna, Quezon, Deacon Pangasinan, and 
‘other areas m Mindanao. In atin, the first ph 
the Mall of Asia, which is envisioned o e the largest 


hae of 


the Ai-Pacfi region i curent unde comin 
orit opening in 2003. 


BRAND VALUES. 


SM isa trademark in inel. Over the years, ite milions 


of customers have come to its sores and mill for i 
1. Quality Goods at Reasonable Prices 
2 One-Stop Shopping Convenience 
3 Word Cl 


4 Customer Service 
5 Atractive and Valu Pricing Sieg 
(6 A Fun Place for Family and Friends 


THINGS YOU DIDN'T KNOW ABOUT 


SM 


* The first shoe store in downtown Carriedo stil 
stands in its original site. t has been renovated. 
over the years to serve its customers changing 
needs. 


* The SM Department Store was the first to 
‘successfully launch its in-house credit card in 
the Philippines. 


‘= SM's eleven supermalls total more than 1.6, 
‘milion square meters, the SM Megamall truly 
lives up to its name, and is among the largest 
indsia, 


* Many of the word's most popular pop groups. 
today have performed at the SM Malls. These. 
include the Backstreet Boys, Nsync, The Corrs, 
‘96 Degrees, Boyzone, M2M, 911 and A-1. 


* The SM Cinema has a total of more than a 
hundred screens, and is the largest chain in 
the country. wi have 115 screens when SM 
(ity Davao opens in November 2001. 
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THE MARKET 
‘he pos hae years. Smar Coswmieire Ic has 
recused, over and expanded us sis. as 
moved fo being o iterated tdocom operator o a 
purely wise serves provide. With over 3.5 iln 
subscribers as of i201, mont of whom wee pep. 
the cepa shied ts lar bain fim analog to 
digi, wing on the Global Mobile System (GSU) 
send 

The taste of Sar reflects the impact of 
wo major rends that have reshaped the Philippine 
selldar phone ret in dis period: The Fis he 
dese rss of GSM as the dominant catia eholog 
stand GSM now acount for over 90 eren of he 
<elphoesin the count. Uts sucesus iad othe 
henomerol popularity of te messaging 
Venage and college sudes, who have turned 4 io 
the nga rnc fcire wer. 

The seeond rajar wend a the huge nen fps 
phone service olferings Prepaid cellphones hume made 
cellar service cesa to ose unable t aval of 
ota packages, ur rly ex pandung the mt Dr 
tend in former its 


ACHIEVEMENTS 

Unique among telcos, Smart has come from bind neice 
mort seize market leadership in the cell market 
ame formidable competion. 


A year after i neh its GSM service, Smart wok 
(he fad in the fs- growing GSM market in teas of 
subscriber bise. By offering affordable handsets, 
expanded coverage and a growing range of wireles= 
services, Smart's GSM subscriber base grew fom 
19124 at end-1999, to 2,331,005 by end-2000. This 
translates o an incremental increase of 214 millon 
“subscribers ina year's ine, an wrpreceetad record by 
distry standards 
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By the frat half of 2001, Smart had wd another 
1259082 subscribers, bringing is tol 3,590,087. I 
the number oF Talk "N ext wer were mcd th total 
‘would swell o 4,374,759. Together they account for 
oughly 556 percent ofthe GSM market as of une 2001 

AL that pomt, Smart had edged out the competion 
Hou had bad a Five-year hendsan in deploying a GSM 
network and signing wp GSM customers, 

or Sat this achievement was a replay of i fet 
{in 1997, when it first seized the op spot in he cellular 
busines jus tree yeas af it corameacnd comercial 
operations fering an anslog sevice At that point 
had signed up over 600,000 subscribers to ia Smart 
PrieeBuster (post-paid) and RillCrnsber (prepaid) 
services, besting then-machet leder Mohiline of the 
Pilipino Telephone Corporation (Pill. (Pilie) later 
became Sturt sister company aller First Pacific Co. 
Li. ~ the key shareholder of Smart ~ sequired a 
controling stake in the Philippine Long Distance 
‘Telephone Ca) 

To atiis market leadership, Smart embraced 
technology à lana driver ot wathew The Company 
develope a bont of iller” applications and platforms 
that provade a corraois, steady steam of innovative 
ale added serenos for nbsciben. Sourtabo utilized 
‘he flanking manerer of roarketing Sman long with 
“Tl ^N Text a serviso of site company Piel The 
svccesful marketing segmentation not only enhanced 
‘Smarts GSM market poston bet also thc veal cellar 
market dominance of he PLDT Group. 

To support these services, Smart bal the largest 
tapacir, digital cellar ecvors m the county By md- 
2001, Smart had deployed 23 GSM mobile and transit 
swtiches and approximately 1,600 radio base sotions, 
wih atta capacity approaching si ilionvbscrbers 
To cope with the Filipinos’ pasion for toning. Smart 
‘onaled a muscular text messaging facility capable of 
tanding 170 million messages à day on an in-and-out 
‘bares This apud roi! -ovt was accomplished an record trae 
boy refining Smart's existing network and tapping the 
‘henoptc vanamen irre ofa parent PLDT 

Smart has also built the larpest sales and distribution 
memor athe loco indus Through its aps dealer 
‘TS, Sort rune 64 sales cule and 114 dicet sub- 
deseri as of id-2001 abo has ix other major dealers 
vik bout 200 sab dealers ach Smart hes matche thie 
sales nerwork withthe indasry’s largest after-sales 
network comprise of about 100 wireless comers and 
usines offices all over the comry. Finally. Smart has 
seansforred is business froen a purely voice ETACS 


(sbort for Enhanced Tota! Aescss Communications 
Spsen)celllrnersoomo a cuing edge GSM service 
ering voice and data, plus rapidly expanding ponfolio 
of valuesedded services using SMS, WAP and GPRS 
platforms, 

‘Stuart has established itself athe lender in the feld 
Of wireless services by creating new applications for 
‘esting second generation cellular technologies, thus 
developing a wide range of inexpensive, accessible ex 
‘aed services unde the umbrella of is mobile services 
poral Swar zed aia clecrni payment service Smart 
Money 

‘Sort ed has bcn a huge success in the market, 
stacning young cli phone vns with innovative services 
ics pes, cotes, ringtones and logos. Smart Mono 
as won international recognition ~ first a the Most 
Imraive GSM Wireless Service for Customers in the 
2001 GSM Association annual assembly in Came 
France and then as the most immovative service In the 
anmai AstoPaciic marketing avató» of MasterCard 
nerotional in Sydney, Auta, 

Oo the corporate evel, Smart 
accomplishments have won 
both mi and 
temor recogiton In 
November 1997, Smart 
was cied as tae Mavhating 
Company ofthe Year at the 
18* Agom Awards of the 
Philippine Marketing 
Association 

Though jurt few years in 
‘operation, Smart has bren ties 
recognized as among the tp t 
Philippine companies in terme of 
corporate leadership by the 
puesigious Asian weekly business 
magazine For Eater Économie 
Resev - frs in 1998 and then 
again in 2000. Smart vas also 
retemly awarded ss the 
country's second Best 
Employer of the Yen. en 
ny the busines magazine 


HISTORY 
Smart kas built ite 
usines by “thinking 


‘he basics Smart sted out asa mobile phone 
company inent on Taking fall advantage of 
Wireless technologies to rapidly develop 2 
tionwide telecom business 

Government regulation, however eqired 
the company to put upa local exchange cater 
(LEC) networkin its defined service areas of 
south Metro Manila, Central Luzon and the 
Mocos regon as the price for obiaining is 
alll and itematioml gateway licenses 

Thus, Smart evolved imo an integrated 
telecom company offering the fll range of 
telecom senices Is major strategie partners 
thon included the Hone Kong-based First 
Pacific Group ad the Nippon Telegraph amt 
Telephone Corporation of Japan, one ofthe 
world Largest telecom companies 

Bu cellular remained the core busines of Smart 
‘And the edging operator rapidly bul its mobile 
business Dy practicing cellular heresy I did not acoept 
the prevailing wisdom that the mobile phone busimas 
‘waited o he highend market hat was no bigger 
‘han about 330,000 sabseribery, of which 100,000 had 
ready been signed up hy existing operators 

Smart took à much more expansive view of the 
marhet and targeted not oniy the broader mobile phone 
Market but also the huge, unmet demand for fixed 
lehphone servioe all over be country For tnis purpose, 
‘he Company offered a reliable, affordable cellphone 
service that could quickly be obtained. 

To achieve this, Smart opted for ETACS ~ 
atve technology a cou be deployed quick, at 
telly low cost, for which inexpensive handsets cnl 
be obusa. The Company offered it service at exible 
rate (he revolutionary Priceuuer Plans) tat wert as 
‘ow ae the en nheard of rate of P120 a month Then, it 
Jnuncbed an aggresive in-your-face marketing campaign 
‘hat featured the Man with the But smashing the 
‘nition barriers to owning a cellphone 

[lacked fom he oaditonal desler networks, Smaet 
develope it own and push non-traditional techniques 
sucha tpping cent and selling from mobile vans that 
went fom place 1o place in 1997, Smart had but he 
Aart subtene bue ın the business, elgg Piel 
the No. [cellular provider in the eoetry. 

In November 1998, the Fist Pacifi Group aquired 
a controling stake in PLDT. In 19, PLDT vequired 
100 percent of Smart through a share swap and. 
subsequely sind ts LEC basins This allowed 
Smarty refocus iis enerpescetely an the mobile phone 
Moses, Smart, along with affilisie company Pit, 
besue the wireless divinion nf the PLDT Orca 

By this time, he cellular market bad shifted 
igniianty to OSM, Wie Sinart retamad istry 
eaderahip in tens of total subscribers, its GSM sevice 
-launched m April 1999- faced an phil catch-up pa 
with the incumbent GSM operatorn, 

That campaign stared in the earnest 
in December 1999, shortly afler 
‘he Company had tuned iis 
prepaid GSM service Smart 
‘Buddy in onder to eet the 
booming demand for repaid 
cellphones, 

By gviogan amractive custorner offer, 
Star quickly von subscriber 


PRODUCTS AND SERVICES 
Smar Pe Phiten lala provode: aee vor 
and dats cornmunicares seres on varus tclaclogy 
forms that inelode ETACS, GSM and satellite 
téephon 

ts dual-band (300/1400 Ma) GSM services are 
‘offered on both post-paid (Smart Gald) and pre-paid 
(Smart Buddy) vasa. Wot provide near-landine voice 
spay wih ts EFR capability Bath feature of wueles 
‘series runing on SMS, weiss ayplacanons proto) 
(WAP) Affilate company Pilici rans a pre-paid GSM 
service caled alt “N Text, which unies Smarts GSM 
mw gi 


G@LD 


GSM 
1o partaro with Sonera ed, Sat has developed 
(te country firat mobile porta! for personalized wireless. 
services Called Smart ted, this por provides Smart 
(GSM cell phone users acess to the Php most 
‘tensive portfolio of about 200 wireless data services 
at ncade menagoa, news and information, games and 
atertan, mbk hank mg and e-commerce I ofie 
si local a ploba iron cider via ten meses 
‘oe WAP va the SMART celfone 
Moreover, only Sear ed oes bath “pal” services 
(im which users accen the mforration oF service by 
send a key word 1o a desigated mambar) end “pou 
seris (in which e user can peromaie the serves 
by programming Smart red ite through he tee ot 
hin Smart celfone so Dat te dats or service will be 
automatically given at tbe day and time of his choice). 
The Company also offers Smart Money. in award- 
inm electronic payments service. Developed ia 
cooperation with 1* Dk and MasterCard, Smert 
Mone sth worlds fina prepaid cast cun 
links toa mobile pone. N works 
ike a lectione wallet anto 
which cash canbe placed from 
vate sources sach as benh 
accounts, over the counter 
rübsding cies and from other 
Sinart Moaey cards. The Smart Money 
cand can be use for faceo-fce payment in the 
sppcoximately 20,000 MasterCard Electronic 
robert ratore Used wii Smut cel pons. 


‘Smart Money can also be used for remote 
payments of pizza, ower and other deliver 
fom wherever a sibsriber is. Lt enables 
sitseribess o reload "Buddy" amine over the 
‘ax inquire about her available SMART Buddy 
balance und toner money fom onc cant 1o 
nolle Funtervoritsupprsinieer-baed 
‘online payments 

Senant satelite mobile hone servir der 
the brand name Smart ACES poves the Company 
the Largest dial coverage of ali mobile phone 
operators. Using the geostanonary salle of 
ACeS Inerntiona, Smart ACeS covers un area 
OF 5 million square kilometers in the Asia 
Paci regon. Iia dual-mode service which 
combine ael telephony with SM, In this 
weg x Smart ACES subscribe using the Ericsson RI. 
phone can accese cithe Smartt OSM nemo oF the 
ACeS satelite in areas beyond e reach of Sinis 
server 

‘The Company operates public cg ices POO 
‘led Smart Tana Centers. These PCO we wireless 
‘exhnologies - OSM or rell phone, especially in the 
remote regions beyond the reach of wie or cellar 
ewer 

‘Swot is alo italing a newark of GSM payphones 
called SMAR Talk at can make vie calls or send oe 
messages. Because wireless tochnologies we easy (0 
deploy Soa is rapidly installing several howsond of 
‘thee publie acess cities all over the counny. For 
inaccessible areas, vatelle-powered Smar! Tawag 
Centers are often the frt telephone io be intl 


BRAND VALUES 
By wensforming i bianca, Smart has succensfilly| 
repocitioned its brand Prom a reliable, affordable, 
suioned moli phone servie corpamy Smart han 
‘stubbed ibl as e leading ipia wirt service 
provider the mid o upper marke 

Smart Gold and Smart Buy have been positioned 
ss technosany brad, offenng not only hphquliy 
vore service but lio a fl array of virens services 
that help make leisure more fun aod work more 
producive Sowrt zed and Smart Money have become 
powerful brands at have enriched he value ofthe 
‘GSM brande 

Thesascen of Ta“ Fent in he mas rat has 
ven the PLDT socks group Nex ibility n building ue 
GSM subscriber bue 

IL hess GSM brands ae ablo 10 tap the power of 
winees digital technologies. Smarts experience has 
demonstrated that technology 1s ve long jas a meats 
{or companies to besler serve thet market Technology 
is becoming the ultimate driver of markets, creating new 
services that cause markets to shift heir preferences and 
p 


THINGS YOU DIDN'T KNOW ABOUT 


SMART 


‘+ Smartis not only the country's cellular leader tis 
also the number one GSM operator 


Pills Talk ^ Text, which now has over a milion 
subscribers and is the third biggest GSM operator, 
runs on the Smart GSM network. 


Lu 


THE MARKET. 


Television, video and sophisticated a 


equpaent have 
over the lat decade become a itegal port of ou fives 
rather than a luxury. However, the word i braced fora 
revolution which will blur the division between. 
electronics, telecommunicatons, computers, and the 
entertainment industry. New medi wil offer consumers 
the bonefits of interactivity, multimedia and online. 
iobuyuk ei, tho president of Sony Corporation 
Told Fortune Magazine in June 1995: "The digital 
evolution wil shakeout the toa busines platform so 


‘hat brand mage and producto power and even the best, 
technology won't Be enough We have to recognize thar 
tthe ftue, most of or products wl become part o 
longer digi network. From now on, Sony's work is to 
‘wild bádges between ek 
nd entertainment, not mere boxes 


fomes and commanicubone 


ACHIEVEMENTS 
1996 marked Sony's Sth anniversary and the Japanese 
consumer electronics giant had plenty to celebrate, The 
company has bee atthe cutting edge of ecology unse 
M was founded by Akio Monta and Masur Ibuka in 1946 
ond has a major impacto the way in whieh we Ire oar 
es. Fow companies are benter plaocd to drive the digani 
aue wo homar ad business around the world over the 
next $0 yens and beyond 

Soy has 
developed a wide 
range of products 
which have now 
become part ofthe 
mainstream. 1 
invented the fint 
magnetic tape and 
"Be tape seconder 
in 1950; the 
reat radio in 
1955: the word: 
fis all-ransitor 
television set in 
1960; he word's 
fist color video 
cassette recorder 
in 1971; The 


Walkman in 1979, which has now soid almost 150 milion 
nits and has become a way of life for a generation; the 
compact disc, the fist enm Camcorder; he MiniDisc in 
1992: andthe launch ofthe DVD in 1998 Sony is ensering 
one of the most exciing cras n malia technology 


considerable endi into he word of profesional 
routing telecommaneaton, PC technology and 
mows, the Internet. ts increasingly high profile as an 
‘ntetainrcet Groups eto comode he intentions} 
recognition it enjoys 

Sony is one of the mort rapected companies 
\worktwid. Its bility to innovate ad its constant dove 
for self-improvement sed Sony worldwide sakes of 
45 billion in 1995. 

The company now employs 163,000 aff The key 
‘othe sucess of the band s ow ects the challenges 
of change, For fy years Sony has Jed the market in 
terms orator and th i the challenge for the nent 
fifty years Products will no longer be developed wi 
ost hardware ma mind The converges of cchnolopis 

PC, telecommanications, commer electronics 
entertant and PC software now a ety 


HISTORY 
Sony was born out of the chaos on Japan athe cod of the 
Second World War. Fired with a vision ofa new future 
wih an abundance of talent and marketing skall but with 
a market capitalization of the equivale of $100, no 
employees or machinery -Akio Morita and Masura link 
founded Tokyo Twin Kogyo (Tokyo 
Telesorwmunictions Engineering Corporation} 1946. 
Their declared aim was to, "Avoid the problems 
which befall large corporations wivie we create and 
introduce technologies which large corporations cannot 
match They believed the reconstrocion of Japan 
depended on the development of dynamic technologies. 
By developing innovative high tech electronics products, 
Sony was able to expand ns operations onde of lapan 
into the United States, Europe. Asis and other regions. 
Sony's mos fans prodot -and one which created 
a whole sector was the Walkman persana! sterco. The 
prototype Sony Walkman was produced in 1978. At that 
time, engineers at Sony had boen developing a stero 
essen recnrder based on the compact Pressman (TCM- 


10) cassette recorder bu it had proved difficut wo install 
econ nd pny ack mechanisms im such a small umit 

Undeterred, Sony set about finding a solution and 
produced a system equipped with a playback only 
enechansm, and such high quality sound reproduction 
Shat the product was simply begging to be marketed. W's 
hie anraction was its size with a set of lightweight 
headphones, t could be used anywhere The name, 
Walkman, was chosen because it reflected the products 
debt tothe Pressman technology. and because Walkman 
summed up the sense of mobility which characterized 
he produc 

At finit the Walkman was poorly received by 
senile. Eight owt often Sony dealer's wer convinced 
‘hata casette player without a recording mechants had 
mo ren future. However, ts compact size and excellent 


Sound quality aurcted consumers. During 1980 the 
Walkman was hailed as ete of the most popular new 
fashion products and young consumers adopted it as an 


the ref 


wants them back 


ten yards. 


essential part of their styles. I s firs two years c 
the market, Sony sol 1 5 million Wlunan units 

Fete competion from rival predicts spurred Sony 
to research and develop sop pret to ensure that 
Atcontoued ro lend the market. The WM-20 model often 
‘called the “Super Walkman" was engineer to the sume. 
sioe an a cawete cue. Walkman sales have topped 150 
Million unis worldwide and u has become the single 
biggest selling consumer electonies produet ever 
produced 


‘THE PRODUCT 


Sony operates inthe elec 


ix and coirtammen! 
market. It manufactures video equipment incading 
digital vdeo and sl cameras. tess, ancouncimg 
3m 1997 the fist ever completely Mat television sereen, 
and diga television. Audio equipment, specifically 
supporting MiniDisc a a replacement for the cassie 
tape, CD-Rom dives. and computer motors and mach. 
much more. Sony has always been involved in the 
evelopment and production or recording media. The. 
precipitated Sony's acquisition of CBS Recon in 1988, 
and Columba Pictures Entertainment in 199, which 
today fonn Sony Musie Entertainment and Sony Pictures 
Eneramnent Sony Muse entertainment has prod 
a siring of best-selling albums fom artists such as 
Michael Jackson, Mariah Carey, Sade, Pink Floyd, Pal 
Jon and Ossis, 

“The Picture Group has achieved almost a 19 market 
Share in the US box office propelled by a mamber of les 
Which have included Steeles in Seale, Philadelphia. 
Jumanji, Men in Black acd the highly acclaimed Sense 
and Sensibility, 

Sony Pictures Entertainment akso olds a stk im 
STAR TV'emasicservce, Channel V, Via and he Latin 
‘American pay-TV chante) HBO Ole and satelite service 


HBO Asia The Indian and Latin America cquiatene 
are under the mune Sony Enertanmeat Teewsion 
“The fats of Sony research are not only Tinted to 
"be enjoyment of the average consumer. Sony's 
profesional product range ix usod fora variety of 
arpbcions by boadeast stems, production bent, 
‘dation organizations, research acis and mada} 


RECENT DEVELOPMENTS 
Sony costis 1 be atthe forefront of new product 
development The Sony MiniDisc, hunched in 1992. is 
Pezscd o be he replacement fov the compat caste 
With diameter of jst 64cm, MiniDisc are available 
smewo formats. prerecorded and record banks Sony 


asa become a maar player o the ges ty ts 
ames publishing division, Sony Interactive 
Entertainment develops game titles for all gamer 
aor lading PC 

Sony has ao developed ns own games mol he 
Sony PlayStation, wh 2 posesing ower, which 
Ma fis tase ani [99 before a word wide 
tolto dung 1995 Th Play Staton of lume 3D 
graphics to ensure an arcade carrying expen 
in the homne. 

Todo an estimated S hon enis bave teen soit 
Sony has sb taken advantage of the PC hoon, 
moselictomg dece components uh as chos ond 
pups and began to mart ovn Soy -beane PC 
i I The company rays thar ams lon term erae is 
to baong tenete i he bone caer! notat 
be emori PC ars Sony wil ente eed 
incresingly as am IT brand as well as consumer 
locust ond. 

Sony x alto leading player nthe develeping OVD 
indeiry DVD haste lancet ars Euge, US bod 
Jpn and hs Frat be xt map mtn m he 
comune lene sd remedia duery DVD w 
2 vic ayer dac holding mar un ev ene the 
“momonon sys CD and crure toa fallen 
feature fim Th sew emot for carrying sao ond 
visa forza eines home cena aperiens te 
saans 

1999 has een one of the mos excing year inthe 
veel of eshology and that he depasi ape means that 
rots inthe home wil far efr vrne be abt to be 
seeded tege 

Sony i moving toward flag is eden, 
Neb ers seatey of baking now produci for 
‘he pl Seam s een gmcaten of tomees 
madii fate 


PROMOTION 

When it comes ta marketing. oll s main ili he 
consume electri market, Sony has not proved to be 
thc biggen spender The phenomenal arength ofthe Sany 
band world is surely a testament to the company's 
reputation for producing innovative products of 
exceptional quality and value: Ax Ide sand io 1995 
"Marketing is mot Just a function with Sony - itis 
cornerstone of owr business philosophy. Weare dedicated 
to a process of constant tecimology innovation, und 
marking plays a vial oe n this press 


However, Sony doesn't just rely on brilliantly, 
verted aderising campaigrsto secun pubic ation, 

Back im he 1080s, lick PR strategy emu the 
Watkman was vache ina blaze of publici. Sony was 
camy im iis prestauneh 
marketing. encouraging anions 
Japanese singers ad young 
Sony employees to sport 
Wollonans white out and aar, 
exciting both media atemion. 
and curious plances from the 
_soeral public y ihe ime the 
Walkman was oficial al 
out, Japan was ina tte of high 
excitement. Within three 
monsta, the entre stack of 30.000 unis had been sold. 
Production couldn't mich demand. The Walkman had 
amoa. In a wortd whee technology ne moving forward 
quickly, Sony put its full marketing mascle behind 
explana the benefis and the ang of produc valable 
“to the public today. And continues search for ways of 
dong things that the don't 


BRAND VALUES 
Sony sinis innovation, sate of the an chology, 
superior quality and durability lt pursues a policy of 
continuous improvement known in Japanese as “kaizen” 
refictd in its considerabile investimet in research and 
evelopment Sony continues te strengen t lendeng 
position in the markets in which it operates through 
staging product range ond developing for the 
fauc 


THINGS YOU DIDN'T KNOW ABOUT 
SONY 


* in 1986, Walkman was included in the Oxford English 
Dictionary 


* Before the Walkman became a world wide brand 
‘name, it was introduced under a variety of names, 
including "Soundabout" in the United States, 
“Stowaway” in the UK and “Freestyle” in Australia. 


* Sony created the TC-50 tape recorder used in the 
historic Apollo 10 space fight. 


‘+ Amidst initial concerns that the Walkman would flop. 
‘because it didn't feature a recording mechanism, Akio 
‘Morita had such faith in the product he declare," 
it doesm't sell well, PII resign as Chairman” 


* Sony's fist product was a rice cooker. 
LJ 


or over 27 yess, Filipinos have placed their tust f 
“Sulpicio Lines to provide this service 
Sulpicio Lines curently serves 26 porns of call and 
over 12 tertiary routes to the more remote islande 
nthe ultimate of comfort while cargo 
is handled with supereffctency. The ever-inereasing 
mand for berths and cargo space on ships of Sulpicio 
Lines is not a ctincidance, but one bilt upon the irast 
‘othe company and its managers 
in recent year here have been some unfortunate 
‘marin incident i the oftensperilous waters of the 
Philippines. Sulpicio Lines have rowdy proven the 
tude towards safety on their ships, being the ft 
domestic shipping company to be audited by external 
auditors approved by the Marie Industry Authority, 
Both Bureau Veritas of Paris and the Bureau Veritas 
Quality International of London certified that the 
company's Safety Management System (SMS) had 


Passengers tra 


SULPICIO LINES, INC. 


respéctvel, 

The business is continually expanding Economic 
downturn encourages more Filipinos to explore ther 
‘own country rather than travel overseas. They are 
discoverog that a every sea voyage atthe beginning 
and end of their holiday can be a wonderful sad 
roemorabiceapenence Produce ofa wie assortment 
of peodact appres ate ths opps Rte mew areas 
of marketing previowly accesible. Sulpicio Lines 
stds noth future with al confidence of providing 
an cver mere efficent, better, and rafer marine service 


ACHIEVEMENTS 

n 1873, Go Guise So, more popularly noun at Don 
Sulpicio Go, together with Ns sons, put up Sulpicio 
Lines Me stared with a feet of 17 veste, | mgbost 
and $ barges, a total tonnage of 16,936. 


tonnage stands at 143.800. an eightfold growth over 
1973. Sulpicio Lines commenced with just one office, 
‘but now has branches in key cites, ofice and agencies 
nationwide. It employs over 2,500 people in its 
‘operations. cer ab workers, ship cre; port worker, 
sevedore, or carpo handier 

Sulpicio Lines has complete facilis that enhance 
the efficiency of is operations, possessing a preat deal 
ot heavy ing equipment for moving containers in port 
Slpcio alo stowage and trucking services. ln spite 
othe size of he company, Sulpicio Lines remains a 
amily ffi, with each of Don Sulpicio's sons taking 


the rems in various operatione, Ie will remain a femdy 
afl welt into the 21" centory as the grandchildren of 
Don Sulpicio continue t ente he company's employ 


Don Sulpicio passed a great deal of his personal 
philosophy ont his children 

However, he was also a philanthropist, extending 
hop ro institutions such as the Emergency Rescue Unit 
Foundation and ihe Cebu Filipino-Chinese Fire Brigade 
Mis one great belief was the fact that edacation is the 
key to any country’s success and thus, to this day, 
Sulpicio Lines provide schol 
deserving stats, 


HISTORY 


Io 1919, a Chinese merchant from Amoy; China, sented 


Go Guioc So, a young boy that would one day stat 
up a shipping business that was to become he leader 
the Philippines, Sulpicio Lines. More popularly known 
as Don Sulpicio Go, as à boy, he gained first-hand 
experience and respect for the ea 

The family purchased a $0-on sailing boat in order 
o llow them to trade around the neighboring islands 
Day afer day, Don Sulpicio would bate with wod and 
sea, often sailing a far south as Samar. I was this 
experience that opened his eyes to the need for imer- 
island tamspor in the Philippines. In 1946 he came 
‘closer to his dream by being appointed general manager 
of Carlos A. Go Thong and Co. patiently learning the 
‘busines. So saccessul was he that im 1953 he became. 
its managing partner and successfully steered the 
company to being the largest shiping company in the 
Philippines. 

Don Sulpicio stil dreamed of having 
company. In 1973, together with his sons, bis dream 
tare trv. He purchased 17 vesela, | tugboat and $ 
barges and Sulpicio Lines, Inc. became a working 
reality, Right from the very beginning, be made a 
corporate commitment that his children and 
grandchildren follow o this day: "As a vital part ofthe 
shipping industry we have a commitment of excellence 
in acne transport shipping- 

‘Ours is a mission to effect economie progress by 
“providing the necessary links among the different stands 
im the archipelago” 

His philosophy lives on: Throughout hs life be 
worked hard. often being the first to arrive in the office 
and he Jast to leave. In his sone he instilled the value of 
loyalty, dedicate service, fairness and honesty in all 
dealings. 


THE PRODUCT 
Sulpicio Lines n the leader in tristan shipping in 


Philipines. 

This offen means putting people before profit by 
serving often less viable routes shunned by other 
companies These are many all ports in he Polippine 
islands where the only ships to dock are thot of Sici 
Lines The ships ofthe ine are backed up with supers 
support ilies. Sueco Lines hast own machine 
shop and towage fies, ensuring that ships safety 
1s never compromised 

Passenger facilities on board are amongst the 
worl finest, being subject to continued inspection by 
the mennbers of the Family responsible for food and 
beverage, housekeeping. safety, among others, Cargo 
is efficiently handled by the company’s own fest of. 
hanlers 

very major port of cali has Sulpicio Line managed 
container yards, complete with crane and forklift 
facilities as well as warehousing and forwarding 
services. Other Sulpicio subsidiaries deal with the 
marketing of copra, as well as genera merchandising 

‘The difference between Sulpicio Lines and ober. 
‘companies is that they are managed by company 
directors. Members directly descended from Don 
Sulpicio himself proudly manage Sulpicio Lines 
Because of this “hands-on” approach, ali ciens of 
Sulpicio Lives aways Nave dict acces tothe owners 
themselves. fally Knowing that any problem will be 
Promptly dct with 


RECENT DEVELOPMENTS 
With he Sapicio family. shipping i not just a business, 
but also a pasion They strive to always be the leader 
in this copa imtenive industry To this end, Sulpcio 
ness continually upgrading ts fleet with even more 
modera ships. Sulpicio Lines also places great emphasis, 
on research and development, ensuring that any 
beneficial new technology is employed within its 
organization 

As the Philippines grows, one thing is for sore, 
Sulpicio Lines will grow in tandem 


PROMOTION 
Sulpicio Lines has, over fhe years, advertised its services 
in the print media, especially shipping sections of 
busnes newspaper 

The fact that i has many branch offices and agen 
throughout the Philippines denies the need for extensive 
ssverising as, over the years, s reputation has been 
made by personal references Sulpicio Lines’ slogan 
A Pillar in tbe Industry, a Friend to the Cooney.” is 
well known and ofico quoted, 


BRAND VALUES. 
The simple "8" i Sulpicio Lines! logo and 
ecopnied 

The public perception ofthe company has been uit 
Up and cammed over many years. W is simply tst and 
nendacs. 

Whether it i cargo or people, Sulpicio Lines i 
trased 19 move from destination to destination with 
comfort, efficiency and most of all, safety 

The public correctly perceives that Sulpicio Lines 
a company that genuinely cares 

Wah sch a reputation and recognition, Sulpicio 
Lanes is truly a Philippine Superband. 


y 


THINGS YOU DIDN'T KNOW ABOUT 


SULPICIO LINES 


* Sulpicio Lines is the only company whose top 
management can be approached by anybody to 
‘complain and seek assistance. The company serves. 
the public 24 hours as their top management can. 
‘be contacted anytime. 


* Sulpicio Lines is the only company offering lower 
passage rates but with the same or better 
amenities 


^ At any one point in time, Sulpicio Lines is 
transporting a minimum o 10,000 cargo containers. 


* The new company logo depicts a more solid bond. 
and commitment among the family members. The. 
Circle symbolizes the rising sun with the letter "5" 
that looks like number "8" referring to the eight. 
‘sons of Don Sulpicio Go. The 3 bands, on the other. 
hand, portray the 3 generations taking care of the 
‘company operations. 


91 


THE MARKET 

The contouing campaign gum smoking has acteally 
boen of benefit tothe cigar industry. Although many 
Thousands of pople throughout he world have gives ap 
the practice of smoking cigarettes they will nil esjoy a 
io, tpecially on socal occasions. They wil enjoy the 


Go ahead. 


Since 1881 
LA FLOR DE LA ISABELA 
100% Hand-made Philippine cigars 


experince as they are very mach aware that cigars are 
(00 percet mamal totasco, Rand oles ta the tional 
manne; ond that possibly harmful cercas have mot ot 
been sed an sr raking 
In the Philippines, where cigars are relatively 
Inespentive, tere ta growing emand, especialy from 


‘he yoange: professionals who ace not influenced by old 
perceptions, Cigar smoking is becoming wendy. 

‘A great pari of the market, however, is the export 
market, where cigar made by Flor de In Isabela have 
‘ine intesationat recognition for quality Few visitors 
10 the Philippines do not retum home without a box of. 
cigars, amazed both by pric, but more importantly, 
miiy 


ACHIEVEMENTS 

Yrisshmost ingosible for La Flor de ta bala to prove 
nits product The same natural producta, tobneso leaves, 
have ben blended, lovingly hand-rollod and aged in the 
same manner for over 100 years. 

The achievements of La Flor de la labeo has beon 
se international marketing. No longer are the 
Philippine cigars considered the poor cousin of some 
other countes products, but considered among, 1f not 
e best, ofany. 

To achieve thi, La Flor doa Itabela, it has not only 
received high prase in such international journal et 
Smoke, Cigar and European Cipar Joumal, but alo by 
Sening up laxaous Tabacalera Cigar Divan in many of 
e wort’ es clos hotel. Here afloat clients can 
sit inthe elegance of a traditional smoking room, relat 
ind enjoy one ofthe company's superb cigara, 


HISTORY 
Two hundred years ago, the Spanish gallon "San 
Clemente" arrived in Mania to complet s joumey from 
capo in Mexico. The nems on ts manifest ware many 
and varied, uruilly ordered months in advance by the 
resident Spanish. One senal item, trough, was 200 ounces 
Cusan tobacco seeds, which ended up in the bands of 
Spanish missionaries. These were transporte to the 
Cagayan Valley, Isabela, a fre region named after the 
Quess Isabela, weil noth of Manila The tobacco industry 
had ben established 
From there eariy beginnings, and with tand thot wa 
mot only fertile, but line that was rimi to that of 
Cuba, tobiceo growing flourished. Skills of cigar making 
Were imported from Spain and, jus fifty year ltr, the 
Goversor General of the Philippines was sble to end 
two large hardwood che as gift to the Viceroy of 
New Spain. The chests wer filled to the brim with the 
fines handled cigars fom te Isabela plantation. The 
Viceroy summery prorounced thr to be oF exquisite 
quil and fit for Spanish royalty Through just word of 
mouth, suddenly, Philippine cigars were in demand 


throughout Europe. The tobacco industry spread, and 
many small operators had, ove the yess. entered the 
fld However this fragmentation was abibit growth, 
40, in 1881, under a government decree all of he 
companies were brought together to form “Compania 
General de la Tabacos de Filipinas" This was later to 
‘change its name to "La Flor de Ia Isabela,” whieh, 
translated, means “The Flower of Isabela," in honor of 
the province in which the tobacco industry was founded. 
The resulting company now hadi the capacity to meet the 
demand not only of the local markat, but to develop and 
imemationally market quality cigars 

From thelr ombiaed strengths and expertise, the first 
and largest cigar factory in Asia commenced operations. 
But even more mementour was the fact tha through this 
‘mariage of Philippine cigar expers, a new excellence in 
cigar making was bom 

Today, La Flor de In label holds the distinction of 
‘ot only being te first and oldest cigar factory in Asia 
but als among the oldest cigar companies in he word. 


THE PRODUCT 

“The product is proudly quality cigars. However, cigars 
‘can differ dramatically in tite and odor depending upon 
the blending of varying pes of tobacco leaf, To eater 
or the varying tastes for he cet, La Flor de la Isabela 
manufactures a number of diferent bras, and wit 
tach of thone brands, varying sizes, uch as half corona, 
corona, robusta, ete. 

These brands include wuch now famous names at 
Tabacalera, Don Juan Urquijo, 1881, Alhambra and 
Calisto Lopez, al now considered o now be among the 
work finest premium cigars 

To achieve the distinctive and consistent flavor of 
‘cach brand requires great skill. Up to four diferet types 
of leases have to be selected and correctly proportioned 
tomake up the core ofthe cigar The wrappers have to be 
‘ofa contain type of leaf and of to quality. Once this has 
been carried out, the skill of the female ecedores, who 
have spent many earn learning the art of cip ting, 
have then to handvol, tim, shape and finish the cigar 
p 

Then to ensure hat the varying favors und egos of 
the selected leaves meld together, the cigars are placed 
in humidity-conrlld room t age. This eliminates 
excess moisture and the brande acquire their dtinetve 
favor 


and packaged nto wooden bones and lel the 
cigars are only cn ready to be delivered to their waiting 
cunorners - 1000 handmade s they have been for over 


MO yen 


RECENT DEVELOPMENTS 
Tie valve of the produc of La Fior de sibl inin the 
ct that the company has rejected technology i favor of 
iradon. The quality of their products sensed by the 
very fact tbat everything in the manufacturing process is 
carted out by hand and therefore subject 10 coma 
quahty conto, Recent developments have beem made in 
marketing. not production 

In the Philippines, ta ongoing campaign isto creme 
awareness ofthe company and its produc. This has boen 
achieved by laking the cigar-making proces to the public- 
Demonstrations have been given in sopping malls, hal 
oye, clubs and selected restaurants. Not oy hs 
given tha prodots exposure but it bas also given the 
Filipinos some national pride n the fct hey were 
not aware ch skilla were theirs 

The introduction of 
personalized citar bands 
and carved Sumidore has 
been a welcome innovation, 
especially with overseas 
visitors. A box of cigan, 
with the name of the 
esperes upon the hd 
and each cigar carrying a 
bend with bis name has 
crated a unig gif. 


PROMOTION 

A the target marke for 
gs on the Philippines is 
predonisanly AB, a wide 
se of cec prist media 
is umd Magazines, 
especially those dealing 
with “good living" and 


Mayke” are favoured, as ae those that aro read by overeat 
visitors. Having now introduced the products into 
Philippines Duty Froe, shops have boen installed within 
aio. 

The campaign of cigar awareness by giving 
ewonratins of iar ln in selected areas has been 
very secon, 

‘Overseas, he specialist magazines sre widely wilized 
‘tor advertsing end the campaign has been greatly assisted 
by the end of the rich and famous to return to enjoying 
cigars Such famous marnes as Sylvester Stallone, Amold 
Schwarzeenege, Pierce Brosnon and Demi Moore have 
al boen featured and endorsed the plenus of ciar 
smoking 


BRAND VALUES 
‘The company resins the importance of the brands it 
carves, The mort well know is the Tabacalera brand. 
So prest is the recognition of thie particular band in tho 
Philippines that ii quoted as the manufacturer rather 
thas the bad. 

Overseas, the Don Juan Urquijo has gained prominent 
brand recognition as a supreme, quality cigar. 

The brand recognition is backed up bythe unique 
packaging of wooden bones 


THINGS YOU DIDN'T KNOW ABOUT 


TABACALERA 


‘Until the early part of this century, a major supplier 
‘of tobacco leaves used to be what is now called 
Hacienda Lulsita, in Tarlac. Only after it was sold to 
"he Cojuanco family was it converted tothe growing 
ot sugarcane. 


* No matter in what part of the word you purchase 
your Philippine cigar, you can be guaranteed thatit 
‘has been hand-rolled by a Filipina. tis a woman's 
job by vocation, tradition and preference, 
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TAMBUNTING 
PAWNSHOP 


THE MARKET 
‘Very few of the 74 plus million Filipinos woul! have a 
bank acount Of hese wha do have an account, perhaps 
alundfu would poses sufficient collec to obtain a 
loan, even short em. 

Tas the majority of Filipinos have ouly wo 
aenatives when 1 comes 1o borrowing money - the 
street moneylender who charges wutions rates of. 
neret, or the Cowal Bank controlled pawndhons. 
Tambunting Pawnihops have ben here fr nac 100 
eara providing on eso service tol lpn and 
prymihops are the only source of consumer nd smail 
usines la 

“There ae very few people nive who, t some ne 
in their ves, ave not faced with he rend for vagont 
funding: The wealthy are fortunate to be able o writes 
seo, all other need» source fom whieh w borrow: 
Tunning 'iwmshops ar bee, im aways, and are 
ewy o ansis mmahansty Villy any bt of aue 
‘wn be ued an collateral for aloan at rosonble terest 

‘Customers (rom all sectors of society can offer 
arp rom jewelry I pms, and even real esta 
andcoroareceificte of tacks, ax sollaerat ro otar: 
‘castio meet ihare mmoóit neds Itis this mmedisie 
avilbiliy of funds wt appeals 0 even those who 
might qualify for a bank loo. Usual, they cannot 
foc no wat for the time takes for assesment credit 
checking and approval, so Tambunting Pawashops 
provide the solution. Iis hs simplicity hat appends ro 
Mhe customers ot Tanning The fami Fem has bo 
ound for so long ey bave eed the st and respect 

ll Filipinos. 

Thepawnbroking market pce 
is assured of growth, The m 
Population roving arae 
24% analy 

aca every newcomer 
will most probably avail 
themselves of he services of 
a pawoahop at fast once we PA 
thei ives, and Tambunting 
‘il be their preference, not 
just because a Tambunting 
Pawnshop will most likely be 
located near them, but they 
would have heard through 
their grandfather's, thatthe 
Tambunting Instvton can be 
ste. 
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ACHIEVEMENTS 

From ts incon in 1901, through ias incorporation in 

1300, Tambunting Pawnshops have sched growth 

(every yeu. exce doring he Japanese oecogation. 
‘Perhaps is greatest achievement hs been the het 

that in spite of ts succes, it sill mains a family 


Ses 


company, with each generation taking it to greater 
heights, 


HISTORY 
Towards the end of the 19° century, a all hours of the 
day and wig, hoses eager could he seen 
slowly ric trough he sect of Mana cale. 
the seemnised partage The owner f se veces 
os Don ens Tam During, son of «Chinese 
immigrant from Fujian, China. He was paid by the 
Mam City Covcmwent jut five centavos per ean- 
Sach wan his rine, hat over the years be 
accumlated some resl estate and otber small 
een. 

However, collcin hs money fom the often- 
depleted coffers of the city was not always easy. 
Eventually, the ety owed him a great del, Upon 
een th fry ea he hd ec dumping be 
garbage in the nearby marshes bordering Manila Bay, 
they sk a dea wit im. In ev thee hoy 
‘owed hum, they woud give him the land that be had. 
filled. The hupe tract of land granted to him are now 
the meas non a Diver and Blom. 

'A serien of ines deals alowed him vo lesve the 
garbage collecting business and go into inter-istane 
Supping. The business went well, until he attempted 
anion, be ilowo a ent to yo 1o Hong Kong t 
purchase two large ships. 

"bcne one, ho discovered they were in 
very peor condition and were continualiy breaking 
den Ofen they wold spend many woch in the dry- 

dod, which, even inthe days, 
E conim five thousand poor 
lec —». idis 

e decided to sl the 
ie and ati Filis 
wie, who, in 1902 pede 
is to at up a pawnshop in 
Sin. Cruz, Manila, with the 
amazing mame of Cus Agencia 
^de Epes de Idelfonso Tan 
Bang At chat time, only the 
Catholic Church operated a 
pawnshops business which ig. 
"he Monte de Piedsd and 
Savings Bank whieh wae 
followed by Tambunting 
vitali a ekono his 
in the Philippines, the business 


Tourished, sd allowed Don Idelfonso to invest in ther 
business. His son, Antonio, entered the business in 1932, 
opening the first ofhis chain of pawnsbops in San han. 
and was in sole charge when the Japanese imasion took 
place. Forced by the occupying power to keep the 
business going, but accepting their occupation serip. 
which was virualiy worthless, the business almost vent 
bankrupt 

Even though it had become a hund-to-mouih 
existence duning the occupation, after the liberator 
1944, Don Antonio picked o the pieces and stared 
again, slowly expanding the chain which ia a few years 
covered not only all of Metro Manila, but many of the 
provinces, bot north end south 

Dy the 19905 the Tambunting family operated over 
300 bronches, effectively being the very first to 
participate i networking 

‘As the branches expanded, the families alse 
miliplica, each with their own ideas of management 
and ste Ine 
groups, and the once huge chain, which was then the 
biggest in the world, was also broken up into smaller 


ably the filler broke wp eto various 


sowa, 
AN groups expanded thei espetive network with 
the biggest group owing directly 560 outlets The ber 
grows, wit vani 
branches, operating not oniy under the Tambunting 
"randi hut aho under different names like Firat Centro, 
Meto, Pist United, Citrine, Federal, Universal and 
Global. Were these all to be consolidated under one 


numbers, owned no less than 30 


umbrella organization, t cold wel be over 1000 oue 
amd siil expanding with the incoming fourth generation 
‘THE PRODUCT 


The essence of business at Tambunting Pawnshops is 

septng jewelry or appliances, and 

pledges of stocks as 

collateral Loana are generally for a maximum penod 

f sit monto, afer which the collateral wit! be sold at 
action or through their oiber jewelry outlets 

The iirece between Tambunting Puendheps and 

many others i hat is customers know that the vation 

f the collateral wilt always be extromely fair and 

honest, thus allowing he maximum possible loan Iis 


"is honesty that ings customers back to Tambuatiag 
time after lime, knowing fil well that het valables 


RECENT DEVELOPMENTS. 
Traditionally, expansion brin 
reveante Each new outlet requies staffing wit highly 
trimes appraisers. Tambuating 
Werefore developed therr own schoo! Selected sa 
undergo simon of tense taining in the head 
office afer which they wil spend two months under 
ain experienced manager. Only thea can they be 
‘considered vo handle thew own branch worthy of the 
‘rust and confidence of the pubic 

The changing market has dictated another 
evelopment, Vat of retailing quality jewelry within the 
utes 


problems a well as 


ymhops have 


At one time, this would have been contidered 
unwise Customers are mow comfortable with the ies, 
owing fully that although they may well be retwrning 
to the mame shop and wing that very same jewelry as 
clara he valuation given wil eae to the purchase 
pice 

The dual purpose of ihe shop ato lows sensitive 
pawnshop services without 
loss of face má ths iren 
business. Any acquaintance 


seeing them ester can nee 
be sure if they are a bayer oF 
pawnshop customer 


PROMOTION 
Mary forms of advenising are 
used in the promotion of 
Tambunting Paweshops. The 
mos successful though ie by 


offering przes in lanchtme 


television game shows. Tbe 
total family comributes to 
these 
include such high-priced 


izes, which often 


offered however, 8 one close 
to the Tambunting family's 


hear Fully understanding the Filipino saying. “Give a 
saan a fish and you feod him for a day. Teach a man to 
fish and you feed im for le the Tambunting ail 
offers prizewinners the opporumiy o have their own 
usines They not only oer necessary capita, but 
‘he ementil business ining. They are proud to point 
cout the many thriving businesses that have been ated 
up wi their assistance 

‘Among other valuable prizes, they also offer 
deserviog student college scholarships 


BRAND VALUES. 
All members of be Tabu funy are proud ofthe 
repastion of hones and efficient dealing built up by 
thew forefathers 

M de his public trust that allows them to expand 
and prosper, while sharing tele good farne wih the 
Filipino people. Truly. inthe Philippines, the very name, 

mboing, iss Superbrand. 


THINGS YOU DIDN'T KNOW ABOUT 


TAMBUNTING 


* The family constructed a church for the people of 
‘Bagonge Silang in Caloocan, 


* Tambunting siblings have an unusual 
‘apprenticeship. They are provided the capital for 
‘one new shoo. They are then left on their own until 
‘hey have successfully developed and expanded 
thet own pawn business. 


© The Tambuntings after fully donating the necessary 
funds for renovation have a room named ater them 
in the Philippine National Museum. 


* The number of loans given by Tambunting 
Pawnshops over the years is equivalent to every 
Flipino born since their inception. Loans total over 
P4.5 bilion, each and every year. 


* Tambunting Pawnshops was also cited and 
acknowledged as part of the Philippine history 
‘when it was named as one of the businesses in 
existence by the Centenary Commission of 
Philippine Independence at the turn of the century 
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THE MARKET 
Inthe five year period 1990 1995, the annual otal sales 
new cars grew by just under 7%. 

In the following five yeas, to December 1999, the 
market in he Philippines n 


This exponential growth was. a reflection of the 


sustained surge in the Philippines cc 


Obviously, the political unstabiliey, as well a the 


currency Nuetuations have caused a slow down in the 


‘car sales market But with oqual certainty. the sae of new 


cars will not cease, Nor will the national ear pool 
diminish. The tusk facing the Philippines is to develo 


is road infastrature fast enough o accommodate the 


umber of ears 


ACHIEVEMENTS. 


cers of car, danger lurks in a surging economy 


M would be foo easy to drop one guard and lore sight 


oat least, allow the publie o lose ight of - theese 


brand values that are the backbone o 


success of the marque. 
By word standards, the Philippines isa smail country. 
Vet t has many contenders in he markt for passenger 


‘cars, among thom, many of the principal European and 


ng bod has confirmed 


sod final slot in the 2002 seri 
s accelerating is FI research and development 
{ts German-based mbsidary Toyota Motorsport GmbH 

For Toyota to have achieved the domi 
enjoyed on the Philippine market oly 


HISTORY 
‘On the many congested roads of Metro Manila, you will 


shay see a great number of Toyota Corolla This is 


the biggest sell 


most popular in he Philipines. 
in 1999 Toyota Motor Corporation vas awarded the 
United Nations Environmental Protection Award 


(UNCEP Global $00 Award). Toyota are the fint 


automaker o n 


rive this award. Toyota continue to 


demonstrate leadership in the 


velopment of 


exvwonmental technologies and measure 


THE PRODUCT 

Lean Production’ is a temm that is now widely in use 
"eooghont the word in many industries. It was coined 
in the later part of the 1980% as a description of the 
Toyota production system. The author of the phrase was 
one of a team of researchers from the Massachusetts 
nology (MIT) who were conducting a $- 
year, 5 million-dollar 


dy of the automobile. 


The study was financed by various governments. as 


well as by major organizations in the motor industry 
‘worlwide. The senior managers of he study were James 
Womack, Damel Jon 
who ed the team and put together a book of the study 
The Machine That Changed the World, published by 


Rawson Associates 


and Daniel Roos and it was they 


‘The ressarchers tet about their ask with open minds, 
beholden to no one, As it tuned out, Toyota emerged a 
hc." Today, Toyota is regarded by industry observere 
asthe most ficient and highest quality producer of motor 


vehicles in the word But the book was published in 
1990 Things can change. Toyota has thrown open us 
Production system to the world. Most motor 
monvfacurey now emulate i Does Toyota sil maintain. 
an edge? 

The amwer has to be yes. Consider the following 


fom the Harvard Business Review as recentiy as Iae 
1999 in a study * Decoding the DNA of he Toyota 
Production Span 


What's curious is hat few manufacturers have 
ven thou 
arily open about ns 


managed vo tmíate Toyota succesfully 
the company has been e 


Practice 

The 4-year sty contends that not only is Toyota 
‘he bes manufacturer of cars in be wor 
‘spinon e ht momiactwing company in the work 

With such quality inherent in he manufacture of 
Toyota cars they can wel afford tolead the field in giving 
yet warranty on thee vehi (Today oa leading 
‘marque til offer only 12 months cover) 

Toyota quality has been 


in their 


dorsed repeatedly in 
conuaer les conducted by organizations much as LD. 
Power fa the US and UK, and ADAC in Germany and 
‘Austin, 


RECENT DEVELOPMENTS 
Toyoto Motor Corporation is remarkably gencsous in 
sano the seca oft productam sytem with nested 
parties all over the world ~ including rival car 
manufacturers Despite us, however, alvays seeks to 
maintain a position several jumps ahead of there. 
brid ent 

"cte Car I haves petrol consumption: N halves C02 
sies Another emsces ore redoced by pio. 

This i just a glimpse of what Toyota will be 
virkhcig tthe roads inthe nt oo diti fae. Over 
40,000 Pris wnt are already on the rode ia Japan 

The power umt in he Prius ia devil clever pe 
of wa. H constats of a euni engine and an electronic 
motor working ia hamo When he car tering. for 
insons, the engine cup o divided betwee the vo. 
paths by a pomer-pliting device. One pat dives the 
‘sheds while he other one drives the generator to produce 
secte power for the moror, providing aniona! power 
tothe wheels when necessary. 

An eletronic e 


A recent exanipie he Toyota rus 


ol stem determines the rao of. 
pomer to cach path for mantaman efc 
Forexampie during acceleration or when climbing 
seep Wille, de bateries provide euro power, via te 
moto, to supplement the engine’ utp ano improve 
performance. Gol when the car 1s descending a i, or 


‘when te brakes are appli kinetic energy s echt 
‘trough regeneration ad used to recharge (he baie, 
Taz banery is regulated to mina constant charye 
Whenever the battery eve] us lonw, the generator rove 
engine output power to recharge it 
What's more, the system doss not noed a clutch y 
Jos like derv img an ator. Ths s because e poner 
splitting de 
esed, comimousiy varale transmission, 


 funenions like an electronically 


PROMOTION 
The underiving humanity created by Toyota's past 
advertising campaigns, continues to dis day in ideas 
content, in copy style 
rand It is cos: and human - not cold ns distant, 
Toyota an is advertising agency work in the closest 
‘partments m devising and executing he promotion! 
program Apart from this beug be best way to work under 
any excurastances anyway, for Toyo in the Philippines 
‘assem bocne of ederet he 
various aspects of the promotional and aponsorihip 
program and the many facets of the Toyota structure 
Toyota niso recognizes it social duty to pood causes wnd 
2s delighted to be a major sponsor of a Special Olympics 
program to he held in 2003 


in shor în the character of the 


BRAND VALUES 
The rand values c Toyota m the Philippines are vested 
‘nthe cas and us quaes as a Men, cl dependable 


fremd of e dme 

To 1990, when many mass-market cars were D 
le, the unique Toyota Production S 
irotiog cn vi unbeatale depen. 


THINGS YOU DIDN'T KNOW ABOUT 
TOYOTA 


‘+ The Toyota Corolla s the biggest selling carn the 
world, 


‘+ 1 1963, the very first car delivered in Europe by 
Toyota under an official distributor agreement was 
toa customer in Denmark. Thirty seven years tater, 
on February 29, 2000 Toyota delivered its ten 
milionth vehicle to a customer in Germany. 


* In 1999, Toyota won the prestigious international 
Engine of the year award for its WT-I engine. This 
success has just been repeated with the award 
‘or Engine of the year 2000. 


* The Toyota Prius has been in mass production in 
Japan since 1097 and more than 40,000 units have. 
ow been sold, a total which represents more than 
all electric cars, o all makes sold throughout the 
world 
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THE MARKET 

Universal Food Corporation (UFC) 
Manufactures and markets a wide range 
of high quality condiments, These 
inches Cup, Sweet Chili Sauce, Hot 
Sawee, Vinegar, Soy Sauce, Oyster Sauce, 
Barbeque Sauce, as well as powdered 
Aavorings of Tamarind and Guava, 10 
sunl in all Filipino dies, 

But what UFC is most famous ors 
Banana Catup. A product unique to the 
Philipines thst caers the Filipino pla 
as proudiydescibsd in the brami name - 
UFC Tamis Anghang - menning sweet and 
opiy In tact, oniy here m the Philippines 
You wili find banana catsup being more 
preferred over tomato caup 

So popular is UFC Taris Anghang 
Banana Catsup that ever since its 
inception, t has retained the mmber ooe 
posto in the catsup market. The taste is 
juu the very best, yet it is always 
Affordable. UFC consumers know thor 
hy are getting veal value fo tbeir money. 

The popularity of UFC Tamis 
Anghang Banana Catsup continues to 
grow. The brand lade he category in 
sales prow every ye. 

Fortunately, what was the world's 
best kept secret - Philippine produced 
UFC Tamis Anghang Banana Catsup - is 
being discovered by others. UFC now 
exports to the US Middle East, Europe 
and other Asian Pacific Countries. where 
is entbusactcally rocened. 


ACHIEVEMENTS 
From a is humble Beginnings in 1960, 
When UFC Holdings, a company owned 
by he Reyes fry, basically distributed 
and marketed another catsup brand, Ie company bas 
become the largest catsup manatee Philippines, 
and the world’s largest manufacturer of banana catsup. 

Ask any Filipino coming fom broad C homes what 
his catsup brand is and the most likely answer one wil 
elis UFC. In fact, UFC has been very syaonymons vi 
‘catsup that almost 7 out of 10 housebolé will be vo 
ofthe band if asked he question what's the brand they 
used mos ofen 
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OFC 
orm 
TAMIS-ANGHANG 
The No. 1 Catsup. 


NATURE’S 
VITAMIN 
PILL, 


UPC Kamin Anghang has the 
Meaty heo Vota 44 het 
ip procs etel ap eod | 
etl aed eie restora 
Aud nee UFC Maa seta 
vier sub ihe Band sa 


eese tota Give yor fly 
he decease of pot esi 


Aside fo aman catsup. which accounts to ales 
996 to total aes UFC makes other popular red sauces 
remely Sweet Chili Sauce and Hot Sauce. 


HISTORY 

Although eng banams zsa catsup base vas developed 
by Dr. Magdalo Francisco as early as 1942, the 
‘elervenion ofthe American occupetion and postwar 
problems, made banana catsup 3 generally accepted 


produc aly in the ee Sis. 

In 1960, the Reyes family of 
Bulacan incorporstd UFC Holdinge 
as a marketing and distribution 
‘company for the catsup brand Mafran 
developed by Dx Francisco. 

In 1969, UFC decided to 
manufacture nd markets own brand 
of catu, ovn unique. 
recipe Du combined the evens 
demanded by e Filipino pale, with 
the spicy aftertaste of chili, They 
med it UFC Tenis Anghang Dana 
Crap. UBC became an stant hit to 
‘he pino consumers sce then 

In 1974, the Reyes family sold 
‘hel intrest to lancom Development 
Company represented hy Augusto 
Barcelon, Under this new 
management, UFC contimedo be one 
of the fastest growing food 
manufacturers in the country, tor 

imentrelted products were 
Introduced, expanding the range. 

"In 1996, UFC was acquired by 
Southeast Asia Foods, Ine. (SAF), a 
company owned by a group of Filipino 
businessmen led by Mr, Joselito D. 
Campos Jt. The eesult of this 
cquntion was the merger of hese 
"wo companies. Thus, SAFIUFC 
became the biggest manaped company 
of condimen products boasting big 
ume brands in the market like Data 
Toti Mang Tomat, and Papa Cat 
among others. 


‘THE PRODUCT 

UFC Taris Anghang Banana Cotsup 
is a sweet, spicy sauce based upon the 
Philippine invention of using banana pures as base fr. 
catsup The Philippines produces bananas n abundance. 
Forcenurcs, they have been usadas a staple food. either 
asa raw fi or cooked. Bananas, when used in et, 
provide a rich, creamy base hat has a natural sweetness. 
The banana used in UFC Banana Catsup are the Saba. 
variety (Masa Sapient) which ane only avaible fion. 
Southern Mindanao. lis unique flavor is the main 
ingredient of UFC Banana Catsup. To this base is added 


especially selected apices, chili, sugar and mega 
ended to ive that rich meeandopiy flavor that is 
perfec for dipping. dáng to cooked dishes, or mining 
Jn the recipe itself. Iti perfect as a base fr spaghenti 
sauce, and other rode dishes, 

The fact that UFC Tamis Anghang Banana Cp is 
‘he largest sling catsup in the Philippines isa car. 
indication that i is the best. Not anly ieit bener ting 
Vhnolber but itis also affordable, Consumers purchase 
UFC Tamis Anghang Banana Casup mainly because i 
tastes 30 good, a gres many do mot yet rela thar it is 
alio doing them good. UFC fortified hee exp wiih 
io eset vitamins. Vitamin A s one, lack of which 
produces blindness and affects body resistance. The other 
is vitanin Bà, very much needed to roce the body's 
cholesterol levela, hereby reducing the pmb of 
hean dirae 


RECENT DEVELOPMENTS 

In May 2000, a mast exciting development took piace 
with the signing of a joint verte agreement with the 
bal food giant, H.J. Hein of the US. The joining of 
hands ofthe world's number one manufacturer of tomato 


etch and the world's mumbar onc manufacturer of 
tena cote erster very ong postion the marte 
in the years to come 

Tits vestum nonin he Pipes as teine: 
UFC Pagi incluses technoiagy trancter agreements 
that wil allow UFC to remain in he forefront of 
irse ng processes nd proc maovanon 


PROMOTION 

Tied is ed entensvely with Television as he 
primary medion of whveriag s t ffcively reaches 
etat market 

The bend had s major re-launch in 199, which 
jttoduced UFC as the “Healthy Cats” given is 
‘fortification of two essential viris - Vitamin A and 
Bé. 

‘Aside frum the fortification sory, UFC ai heavily 
promote verity athe Gping and cocking atia 
The cooking campaign has dramatically altered the 
perception of consumers to the bed being joa dipping 
suc by clearly demensintiog its super quies hen 
sedin cooking. Asie of advertisements were shown, 
demonstntieg the we of UFC Banana Cap în four of 
the most common dies Filipinos cooked The selected 
dishes were Spagheni, Menudo (pork stow), Afia 
{chicken stew) and Calderets (beef stew). The 
demonstratione clea showed that by sig the unique 
“tamis-anghang” flavo, any of bese snp dishes ould 
tb elevated toa gourmet standard 


BRAND VALUES 
Far over thirty years none, UFC Tamis Anghang Banana 
Catop has boen a familia Kitchen icon, available in 
supermarkets, grocery stores and sarisari sovesal over 
he Pipes 

"Tie UC distinctive logo ensures hat UFC Tamis 
Anghang Banana Casup is easily laco on crowded 
shelves despite fieree competion 

Milions of Filipinos demonstrate ber love of the 
taste by keeping UFC Tamis Anghang Banana Cuts 
e market lender yonr aier yn 

UFC Barana Cat hos already eared the rust of 
the Filipinos that no dining table wil ver be complete 
witboutit. Indes. UFC is the catsup of tho Filipino and 
mo other brand can chim ht, For many years, UFC lus 
‘ben Superb in the Philippines and soon til be 
the wor 


-— . 
OFC 


UFC Catsup Old Bottle 


THINGS YOU DIDN'T KNOW ABOUT 


UFC CATSUP 


^ The Philipines is the only country in the world 
where banana catsup outsells tomato catsup. 


‘= UFC Banana Catsup is not only number one in tho. 
Philippines, but aso the word. 


‘= In the year 2000, UFC used 7.3 millions kgs of 
bananas to manufacture catsup - 


- Filipino consumes average of 25 bottles each of 
banana catsup every year 
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THE MARKET 
If the 77-million Filipino population were reduced. 
proportonel toa group often people, what would tbe 
stop lock le? One would be senior citizen above 60 
years old. Five would be adults aged Ito 9. Four would 
‘chin below 18 yean old 

Chiliren -40 per cent ofthe Pipe population - 
‘make up UNICEF's “market”, UNICEF hopes schiave 
a good quality of fe for ali Filipina children though the 
Child Friendly Movement. This movement requires 
Individuals, fries, communes, shoots, churches, 
media groups, private companies, and government 
agencies to work together for all children 

This cali à more urgent today when more Filipino 
amies are dipping teow the poverty kin, Chien sad 
Women bear the brunt of hard tines, Therefore. more 
resources must be alloted to fight alton, disease 

try, rd be 


ACHIEVEMENTS: 
Tod, B3 pr cent of Filipino eh eavepiver 
‘children have rights Advocacy for children rights has 
boen a koy strategy of UNICEF. With its partners, 
UNICEF works to make every Filipino family know, 
Believe und enar that ech chilis froe vo grow m beatin, 
peace and dignity. 

UNICBP% work is anchored on the Convention on 
‘he Rights ofthe Child (CRC), now a nesmunivenal lc 
Ratified by the Philippines n 1990, CRC commits the 
Pippin government safeguard evry Filipino child 


might to survival, development, 
praecton, and parneipstion To 
doso. ts Pipes povera 
‘earned out the Philippine Pas 
(of Acn or Chien, which et 
gail fo Filion children 1o be 
achieved by year 2000, Ten. 
year laker, ihe Philippines has 
Teaches sorne ofise gale The 
rate of infanu deaths before age 
‘ne hus been reduced from 57 
per 0 live births in 199010 
36. Families in far-flung rear 
Ive ete cese to health cac 
‘trough community healt an 
Murton poc in Des places. corer health workers 
and nation scholars are fe primary source of health 
‘eformatia 

More Filip mathen receive heh care Accord 
tothe National Statics Offic, nine of 10 mothers had 
prenatal care in 2000. Through UNICEF assed Female 
Fureiona! Literacy cases, worn Icam, not ely how 
to read and te but also bowe to care fo thei iis” 
heath and roeriton 

More chiláren are living to celebrate their fifth 
biethdays. From a high of 80 in 1990, the under-five 
mortality rate decreased 1043 per 1000 chien in 1998. 
Through the government's health programmes, 
partially Goraarisadoag Ponto, mone children ae 
protected egainst preventable and communicable 
seas. In 2000, the country wa oii ecopied 
m polio-free. 

UNICEF hs asias over 100 elementary school 
10 create childs laring conditions fer chidren 
With asistance fom local gorcraments and donors 
UNICEF supported he conoci of sanity toit 
and water pumps, upgrading of learning materials, 
traning oftachers, snd oncrtabom of cou leaders 
and parc 

Since 1990, ver 20 cildiendly Lows have bees 
passed, including the Early Childhood Care and 
Development Ac: Child panicipation i decision-making 
and progam wplate has been enhanced; chidren 
re represen e the National Ant-Poverty Commission. 
‘They helped ape the goverment’ socal development 
agenda. There are now more than 00 children's 
amecttons in the county 

But some goals were nor achieved. Moknumtion and 
rmcunutrent dofeases Reve immed mayor teens 


Yo the lives of children. One-third of children below six 
years old are malnourished Twenty per cent of files 
di mot havo access o ife drinking waer and sanitary 
nie 

‘Ter of four Filipino mothers and caregivers know 
‘hat hr should get education Indeed, mor children 
{0 V school today than 10 years ayo. In 2000, 96 per 
cott of primary Schoolage children were enrolled in. 
dementary schools However, out of 10 children who 
enter it grads, nly seven ih grade i. Five children 
enter highschool, bu oniy Moe wl finish seconda 
edcavon Many chien are stil abuse, nglcied and 
‘exploited. UNICEF and the Philippine government 
siengbened partnerships wib NGOs to asst children 
1m need af special proestion s street children, working. 
children, indigenous children, children caught in 


‘nations of anned cont, vetimsofabose snd se 
and children cont with the law: One strategy ithe 
‘reation of the Barangay (Village) Counsil for the 
Protetion of Children, a community vit that motors 
stl rights violon 


HISTORY 
Founded in 1946, UNICEF was meant obe a rtm 
rie operation for hen 13 European county fer 
World War. In 1947, UNICEF expanded to oiher parions 
affected by the confi. 

Tisinclude the Philippines On 20 November 1948, 
UNICEF and the Philippine government signed an 
agreement to be 
partners in caring for 
Filipino children, The 
UNICEF Manila County 
Offise was set up. The 
finst decade of UNICEF 
work in the Philippines 


Tocured on hesi 


sined at eliminating 
tuberculosis nd leprosy. 
Using new and cheaper 
drugs and by traning 
community — hen 
workers, UNICEF helped 
immunis more children 
apio there 
communicable diseases 
tnd other preventable 
illnesses, In 1953, 
UNICEF's mandate was 
expanded beyond 
emergency care to longeraorm development work In 
1960, UN declared he forthcoming years as the "Decade 
of Development” The nim was o support long-term 
‘development in counties. In the Philippines, UNICEF 
Bogan assisting an eduction programme Later, ako 
supported water a station, food nd mean 

1979, the Year of the Child, highlighted the 
‘ontributions of UNICEF in promong chiéren's well 
being. UNICEF began the First Country Programme or 
Children inthe Philippines. A country programme is a 
five-year plan of action for tbe rational government ad 
UNICEF. aims to meet the moet urgent neds of children 
effectively and efficient 

UNICEF is now implementing the Fifth Country 
Programme for Children wih six mayor progarames 


local policy and insritunional 
development: healih and nutrition education: chiles 
in need of special protection; and, gender and 


development h focuses on 20 provinces and five mot 


THE PRODUCT 

Soy UNICEF and bat wealy comes to mund is "pres 
rani nde, UNICEF prestmg cds have rated pubic 
awareness sni fond fr UNICEF However, cans are 
only one frm of UNICEF pout UNICEF gives tree 
types of assistance vo developing countries: fand. 
supplies: vnd, echrcal awnatace. The lat provided by 
its personnel ore UNICEF most important product. 
Mamagement skills and expertise ia ull nghis unes 
enable UNICEF v ad manage bor ue 0 
snes that ae effective, cot 


fes 


D 
efficent, and satsinable. UNICEF 
ha a 3-year track record in 


development work 
nw ar isin high demand. 


RECENT 
DEVELOPMENTS 
The we 
eatin ad adoption of he National 
Strategie Framework for Plan 
Development for Children 2000. 
2025, ChA 21. Wins government 
framework forthe development of 
loci policies and plans for children's 
well-being in he next 25 years, 

(Child 21 was launched at te. 
Fist Nationa} Summit on Chileon 
jn October 000 sexe e cycle 
approach o programming. m ich 
proprve are ped o pec: 
reeds of children t cach development vog 

102001, President Giona Macapagal-Arroyo vowed 
Yo put children first in the apenda of her imita. 
‘The ant-poverty plan of the government focuses on two 
children’s issues eariy childhood care and developement 
ard educator. 


recent actucvemen the 


PROMOTION 
UNICEF ures broadcast, prin 
awareness of is eaapaigas. UNICEF also relies on 
‘indigenses community media to bring it messages to 
Filipino files 

‘Many stesatioesiexetinmart siars sad high- 
profile personalities have become Ambassadors of 
Goodwill foe UNICEF: Some of them incide the tne 
Audrey Hepburn, Roger Moore, Peer Ustinov, and 
Nelson Mandela Entertainer and celebrity Gary 
Valenciano is UNICEF National Ambassador in the 


d ne moda 1o mere 


Philipines. n 2001, UNICEF jomod other international 
agencies advancing the Global Movement for Childe, 
A “Say Yes for Children” campaign was bunched io 
‘enter pledges om people all over the world Wo support 
thecal create u butter word for ll children. 

The campaign calis for 10 actions: 1) leave no child 
4:2) p chien first: 3) ore for very chi; 4) fight 
HIV/AIDS; ) top harming and exploiting chier; 6) 
listen to children; 7) educate very child: 3) proc 
lien fom war, 9) protect the erth for chile: and 
10 fight poverty by investing in children 


THINGS YOU DIDN'T KNOW ABOUT 


UNICEF 


* UNICEF is the only UN agency that does not directly 
get income from the UN. 


‘+ As ot December 1999,61 percent of UNICEF income 
camo trom governments. The remaining 39 per cent 
came trom direct tund-raising and through th sales 
of greeting cards, 


‘+ The rst Christmas greeting card was produced in 
1940. It was a picture of a maypole drawn by a 
‘seven-year old Czech giri named Jitka who sentit 
to UNICEF o say ThankYou' for or UNICEF milk. 1 
was th first every charity Christmas card produced. 


* Almost 800,000 greeting cards were sold in tho 
Philippines in 2000. The biggest sales partner wa 
the Department of Education, Culture and Sports. 


+ The Philippines was one ofthe first UNICEF country 
offices in Asia. 


* In 1999, the Philippines had a child risk measure 
‘of 24, The chi risk measure (CRM) is an attempt 
^o caplure in numbers some of the risks a child 
faces until the age of 18. In this index, higher 
numbers represent greater risk. The worl 
average is 30. Children in Sub-Saharan Arica face 
the highest risk witha CRM of 61. The lowest at 6 
is estimated in Europe. 


* The Philippines was the 31^ country to ratty the 
Convention on the Rights of the Child on July 26, 
1990. By the end of 1995, 185 States had ratified 
‘the CRC, making it the most widoly and rapidly 
ratified human rights treaty in history. Only two 
States had not yet ratified, namely United States of 
‘America and Somalia. 
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THE MARKET 

The Home and Personal Care indusy generate 
billions of dollars per category worldwide. It i 
highly competitive and the demand for such 
‘products increases year alter year as i direetly 


nd cleanliness. For Unilever in the 
Philippines, this translates ns Corporate Purpose 
‘of * Meeting the everyday novis of people 
everywhere”. Unilever makes sure it cates the 
needs of Alig Fely ~a personification of the 
pio consume, who is at the cemar of Unilever 
homt 


ACHIEVEMENTS 

UNILEVER oves its acces ro it» people. The 
dynamic and util uteaction with Ivo crucial 
aspects weet, consumers and is employees, 
s the keystone pon which UNILEVER is bait. 

‘As early as the 1950s, Unilever adopted a 
program whereby loea junior managers who showed 
promise of being able to share higher managerial 
responsibility would tain abroad. Such were the 
beginnings o the Company's Managersent Training 
Program; 

The company also holds the “Business Wech” 
program —a $-day, annal event that simulates business 
situations for about 40 selecisd undergraduates The 
"Business Week” Program has been very popular in 
UNILEVER operations throughout South East Asia. 

The Company's Total Quality Program enabled 
workers to benchmark thet perfomance with hat of ir 
Peers in world clue orpanizations TO has become a way 
fea UNILEVER PHILIPPINES, exci by the 
slogan" BUHAY TQ, BUHAY NATIN" Theculure pave 
rivet the bal cry “Sama-sama, Tulung-iulong aa 
Pagsulong”, more exemplified by the company song 
entitled Magkakaibigan". 


Unilever 


"WHO CARES all we leave ow chien ir a 
dend river? We Do!" this tag line shows how 
UNILEVER PHILIPPINES hus seruum caring forthe 
envionment ito the abr of the homes In retearch 
aed development, product am ali iogreierts pase 
through a ipd and mandatory clearance sysiem before 
being introduced iio the market. Unilever's local 
detergent rs end power use 100% biodegradable 
active ingredients as early st 1993. Solid waste 
management is practiced as a norm. The entire 
UNILEVER PHILIPPINES compoond is a no-smoking 

In the ea of social responsibility, UNILEVER 
PHILIPPINES is commited to the Pasig River 
‘srabslation rogram It has à Domestic Waste Wate 
Plato take care ofthe domestic ld waste generated 
tthe compa, where test water goes ia fishpond 
before iis discharged int the river. The company alto 
speubeaed matt sectoral cali to act on the Pag 
River rehabilitation, sod has wow joined upon the 
ovemment’s aviation. the Pasig River Recitation 
Commision to became one of the new private sector 
Frprcenttives 

Unilever also soppors 25 hectares of the La Mess 
Watershed andis ons ofthe organizations, which supports 
the Living Lakes Partnership, in tbe qast for Lapana de 
Bay's inclusion and membership in the giobal Living 
Lakes network. These programs and achievements are 
bast exemplified nth aani and rcgem reed 


by the company in recent year: 

+ angel ng Pasig Anand (19%, 2001) 

* Kaputd Awards for Quality of Workplace 
(ECOP. 1999) 

* Outstanding Employer of the Year (PMAP, 

i) 

Mother Nature Award (PCAP, 1999) 

+ Kapanid Award fori Peace and 
Harmony (ECOP, 2001) 

+ 180.Cetifieation 9001 (Quality Ma Systema) 

+180 Cenifiestion 1400) 
(Envicoomental Managernent Systems) 


HISTORY 

Wil Lever acquired The Philippine Refining 
Company in 1927 to ensure a steady supply of oil 
for his burgeoning soap busines, In 1929 the 
nitedoess of shared tural resources drew the 
Lever Brothers into sooner with Holland's largest 
margarine producer, Margarine Unian, 
producing the UNILEVER that we know of today 

1n 1935, the Philippine Refining, Company (PRC) 
ad diversified wo the manufacture of other producti 
such as detergents 

The buses outlook seemed rosy ihat the company 
drew up plns for the 1940 production of Lever toilet 
‘exp stapes, Lux and Lifebuoy. 

‘Unfortunately, he blueprints for such expansion had 
"obe shelved and inprovementecuralld becouse of the 
‘Philippines being occupied during World War I. Sine 
s poduets wore via to both ib war effort and the 
ase daily life, PRC had no choice but 1o operate even 
during the war 

Despite the ong interruption, the imprisonment of 
ks foreign employee, and the destruction of ws facilities 
brought about by the war. Philippine Refining Company 


persisted and in the 1950's, realized the oil oF ot only 


making a variety of sep products. but ther products as 
ell for the lacal Philippine marhet. In time for as 70° 
year anniversary in 1997. Pilipin Refining Company 
tompltsinhe ral epi the metarsorphosis ofits name= 
change to Unilever Philippines. As its pareat compen 
Unilever expanded and grew in size and scope, is 
subsidies were encouraged o utilize the same of the 
parent company to highlight and leverage the global 
are and scope of is operations 


THE PRODUCT 
Unilever Philippines provides a wide ange of home and 
personat care products The eroris v undenanding loc 
consumers have brought about some ofthe top brands io. 


supene 
and has seriously damit 
the market, isa conditioner 
that gives Super Beatiful 
hair dhat "No Shampoo Alone 


dN+ISOTD 


+ Suntik, which has long 
‘eared for the Filii hei 

mises haie that 
siengibens ond grows more 
and more beautiful everyday 
* Las Super Rih 
shampoo deeply nourishes 
ehh strand, 
leaving hair strong and 


lonously shiny 
Vaseline Amino Collagen 1s a breakthrough shampoo 
‘hat replenishes hair's natural montore protection 
Trou dryness that beat and sun strip way I alo 
tevore hairs protein protection to roak it glow 
Surf (detergent bae! powder) is one of the bigger, if 
rot the gest detergent brand in the country and the 
hoise of mga wais na miser”. 

Close-Up toothpaste has been giving Filipinos 
confident es ought fhe years! It Is more than 
an ordinary fluoride toothpaste. l contains millions 
of micowteners that cleans teath thoroughly vit 
proper brushing, eth become strong and sparkling 
‘wht, giving you that shining Chse-Up smile. It abo 
‘bs mouthwash for clean, freshest fresh breath for alt 
‘he confidence o ove up close, REAL CLOSE! 
Now Lifebouy soup in x new shape and packaging 
provides germhilig protection atan affordable rc! 
Rexona provides effectne protector from underarm 
‘odor, Only Rexona as Deontrl Max to give longer 
lasing deodorant protection ft won let you dowo! 
The Ponds Skin Care Range offers facial are products 
n heir essential phases: deep-cleensing and 
moistuizing 

Comfort Tabie Condinener conditions he fiber of 
clots, giving ia longlating softness and freshosss 
beyond regular Wash cuts 

Now Ave Deo Stick isan Anti-Perspirant & Deodorant 
Tor men. I provides hoi effete odor and wenns 
pestsion. It js a great way lo ay feeling clean and 
dy 

Breeze (bar and detergent) provides superier leaning 
and cann For clothes, u ang amur ag Sn? 


Vaseline Intensive Cur oto has he nique Tpke 
Lips Complex which provides heathy glow stin! 


RECENT DEVELOPMENTS 

A Company Getting Bigger... I 1998, Unilever 
Philippines embarked on an ice cream business point 
‘entre wib REM Corporation. giving bith to what we 
‘kw as Selecta Walls Uriever bangs mio he oat 
venture us imemanonal experience and succes in 
mahening the Walls brand of ie cream Seles now 
became identifed wv the yellow ad ved bear opo ~ 
the Happy Heart, with the powerful tag line of "host 
Follow your Hear" Selecta has a wide range of varians. 
topping thelist in Comeno, Paddle Pop and Mini Ice 
Drop. There are aho premiam ce cream flavors soch as 
Cookies and Cream Duso Melon, Leche Fian and Halo- 
Halo. 

Inf year 2000 the iterations! acquisto of 
Bestfoods, known in the Philippines a Califenis 
Manafactring Company, provided Unilever ood 
n he local food rat with brands such as Lio, 
‘nor; Lay's Choice Bestfoods Royal, Alsa, Mazo 
Mairena and Karo. 

‘With thse development and efforts to baa work 
clas supply cham, Univer ented ine a jorn venture 
‘wit IDH Philippiney IDS Logistics to bul nd manage 
‘new central distribution system fo the Unilevee 
comcane inthe Pipins 


PROMOTION 

it moy be su at Unieve Philippines is one ofthe top 

ievedis aberners the cory toy W has prodecet 

ameter of memorable adh throughout the yir 

+ The Close: Up mesic viden series, which began in the 
1070s, conmove to stic heartwarming memories 

+ The Lumen Series of Surf bar has adapted we! 1o the 
Filipino culture of love for soap operas. Lumen 
personie the Wu na Moss, who happens to mabe 
sar showers s hike 

* Rexona'stag line“ woni iet yoa dows” has become 
absent inthe Filipina Bowshot 

+ Teen aart endorsers of Lux continue toda 
consumers from ail ovet. 


Oder tha the tational promos, Univer abso came 
up swith innovative ones like Rexons's Ultiate 


|. This 
isnt a soap 
ad. | 


‘Challenge Seres. The Rexona Ultimate Challenge Series 
ambrcla concept that promotes power and Ifestyle spot sch 

Baskeshall, Aerobics Marathon, Cycling. Mal Arts, awi 
‘he newest trend to hit the sports scene. Hench Football Another 
i Close-Ups efonts o bong enterament ed fun 10 schoot 
fii via the “Fair Fever" These activities have aba reached the 
Mord Wide Web wi ses such sx slacunolantcom ond 
Reson arcs umatshalengese 

In every comme aed on television, the Unilever loto 

sx the corpo tag line of Total Quality is aps sean Ths 
what we girone vo deser o consumers - product that 
re sealed with Unilever’ burning passion for excellence und 
unin, producto at consumers can ins 


Over nd above specific band vale, Unlleverhasa st Code 
o Baines Principles and Company value. which guider every 
employee on how to conduci busines. focus is on meeting 
the everylay seeds of people everywhere ~ to amici the 
aspratons of one consumers and customers by expanding 
‘atively and competitively wit brand products ad services, 
which rise the quality of lfe. Unilever believe 1 
requis the highest standard of corporate behavior ova 
employees comune and the vociee and he warid 

Unilever an is erployes sare a psson for excellence, n 
strong belief in teamwork and a strong sense of social 
esponsibility. 


INGS YOU DIDN'T KNOW ABOUT 


UNILEVER 


‘+ Husband and Wife tandem, Lucy Torres and Richard 
Gomez met on the set oa Lux Super Rich ad shoot, 
which was taken at the Philippine Plaza Hotel. 


‘Philippine Ambassador to London, Cesar Bautista 
began his career in Unilever and was Unilever 
Philippines’ Chairman and CEO from 1986 10 1992. 


* Close-Up models that eventually became well- 
‘known actors include Gabby Concepcion, Miguel 
Rodriguez, Leandro Muñoz and Wiliam Martinez 


* Former Bulacan Governor Obet Pagdanganan vas. 
partof the Unilever family from 1968 to 1966. 
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WVOLWVO 


THE MARKET 

Volvo Cons sell ver 400/000 cs in more than 100 
counties wedi, Volvo was it inde to the 
Philippe met in October 196. tly cami the 
350 Volvo sedan, followed closely by e 830 estate. 1 
ve the fit luxury car company to nodose he ctt 
tothe cal segment a atin whe luxury cars were a 
f the sedan tpe. In 1995, t brought the 960 model to 
"en 


es establishing Volvo as the ing lanery 
car band in the market 


ACHIEVEMENTS 
Inthe very early days Volvo established is position a 
probably the works safest car" By attention to 
engineering etl, the poly of employee involvement 
and pioneering work in employee empowerment: a 
teutation for quality, reliability and longevity was 
ache toe brand 

Not content wth 


inaming those valle hand 
strate, Volvo has been abl 4 add environment 
soncern and driver appeal. Volvo isthe frst car 
‘manufacturer to be able 10 issu an “Environmental 
Product Declaration" (EPD), for any of i prodem: The 
EPD is defin as the tonal impact onthe environmen of 
tho cartnoughout its lite eyele With the introduction of 
80, Volvo pioneered PremAie, which i a conting un 
‘he radiator that transforms prowd level ozone imio 
‘oxygen when he at lows through the ral as you 
dme. 

Volvo was so well recived in the Philippines, that 
{1995 ited ie ary cac marit with s share 
Inthe same year, it also von the Volo Diamond Anar 
as bes onu carmporeramong wet thre competing 


HISTORY 
Volvo fist car, the OVA, left ihe fcrory at Hisingen, 


near Gothenberg, on |^ April 1727. The company 
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remained independent wati acquired by The Ford Monor 
Company ery in 1999. In the intervening years, as wi 
many atomot mamfactueri Volvo has cooperated 
development prjoc, made jont agreements wih 
gemens th respect t mancfetwng fabrics and 
het In 1995, Novo even fired with 
merging with another European car manufacturer- 
Renault- aly to draw hack at the last minute at the 
sarsbalder behest 
From 1927 the company developed and broadened 
toto tk. manne and aco engine manufacture, slong 
‘nth other defying procis hat comprised be oho 
Group for some time. Over the years Volvo Car 
Corporation (VCC) has establishes major ew parts im 
‘Sweden Netherlands and Belgium Smaller plant exist 
o Botswana, Thailand and Malaysia. Also in Sweden, 
Dere are component manufacturing citer in Skovde. 
Olasrom. Koping and Floby covering 


eesibporrro 


engines, body prt, chassis nd amimisions In search 
ofa wnai cat, e legendary Peri Oy enammar decided 
in 19720 purchase 33.3% ofthe Duich DAF car basis 
vibe conso varia transmission CVT. The DAF 
{66 wa renamed the Volvo 66 The sucesso the Volvo 
300 series 109k Volvo into the volume market and for a 
period in the 1980s that car was ìn the top 10 volume 
canine marketplace 


THE PRODUCT 

Volvo cars are among be safest in their clans, with unique 
festes usei as the ide unpact protection systern (SIPS), 
AC integrated curtains (roof airbag) and whiplash 
protection (WHIPS). 

Volvo ears are noted for d 
Aaland rond behavior, high comfort and high torque 
engines that provide excellent fuel economy and conform 
toten 
Volvo cars are built specifically to onder Thes allones the 


it stablo and well- 


buyer to combine engine, transmission, poiarwork, 


uphobstery and options ouitindividhl tastes and need 


RECENT DEVELOPMENTS 


In eariy 1999 Volvo's 


lesion in Ford's Premier 
 Automave Group PAG (at inetudes mercury, Lincoln, 


Aston Martin, Landrover and Jaguar) hos given 


acces to the benefits of being par 
largest car manufacturer. This covers among others 


Fond tech 


ogy. purchasing, arta 


iomibuton nd 


Finance. This combined with Volvo 


(of safety and environmental optimization wil create a 


synergy, which wl ensue Volvo contin 


the future. AB Volvo and The Ford Motor C 


Jointly own the Volvo brand mame. 


PROMOTION 
Volvo's mission is “To create he safest and most exciting 


ar experience for modem families’. The company has 


identified moo 


families as being ether premi 


‘family or pos fri but sharing a common set of ral 


Moder families constant seek lance in wor, family 
and ere anad Volvo products help em to this end 


abel so recer 


media campaigns seek to confirm and provoke À 


confirm what Volvo is suceesflly known for and 


provoke customers w think differently abou! the Volo 


All above the ine campaigns in 


the global 


tagline "Volvo. For fe” which encapsulates the brand 


mision as i defines Volvo goal > 


Celebrate ife. Volvo has ong been ansøciated with th 


sporting world and its sponsorships 


Equestrian, Golf, Motor Rac 
Sailing trough the Volvo Ocean Rase (previously the 
Whitbread Round he Work Race) 


iven the importance 


fully developed 


to hesp close n 


portant customers. This has aiso 


involved an increased emphasis on below the 


BRAND VALUES 


which goes back decades and was mar 


founding fibers Assar Gabrielsson sd 


The promise: "Cas are driven by people. The guiding 


aything ne make ar Veho 


principle ehe 


Volvo difen, om eter car manufac through 


13 long-standing dedication to safety ven before the 


and co 


alae that permet 
operation, pode ad atta t Volo Can 


Todes the Volvo brad rame is also linked with a 


atactiveness. Volvo Cars is sccordingly focussing 


increasingly on design, dwing pleasure nd the acta 


The global brand tg 
to brand hentage. sas 


aed captura the essence of Volvos maion seme 


Tb create the safest and most exc 


THINGS YOU DIDN'T KNOW ABOUT 


VOLVO 


The name Volvo comes from the Latin meaning‘ 
voir 


The water leaving the Paint Shop in Volvo's 
Torstanda factory is cleaner than when it enters. 


Volvo specialist vehicle division designs and builds 
police cars. Hearses, imousines, and ambulances, 
which are the first choice in many markets, 


A 1966 American registered Volvo P1800 is listed 
in Tho Guinness Book of Records for the highest 
mileage. 


The Belgium plant at Ghent has earned a Japan 
quality award. 


Volvo also had a peoples car in 1940 — the PV40 
was the first mass-produced Volvo designed with 
the concept of making cars available to more 
people. 


In the 1930s Volvo's wore as popular as taxis. A 
specialist tax produced in 1938 proved to be very 
successful 


Volvo introduced the "PV Warranty in 1951 and. 


the insurance industry seeing it as a threat to their 
business, tried to take them to court. 
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yeh y! 


it's a yehey! day 


THE MARKET 
Io not about banner as. ty 


ten about anything aler the do 
Rather, i about being coo, hip, 
young ond connected. Is about 
being in vogue, arriving with 
grace, being human and able, 
tarung nd ending with noting 
he but the most bask: YEHEY! 

YEHEY! is the fondamental Filipino expression of 
{oy and excitement, one that a 6 yer old let cram. 
when given a candy bor, the bate ery o 17 year olde 
upon receiving their high school diploma, the fervent 
whiger of a man nera success manage proposal. 
he word that grandfather would sy when the first 
andl born In all five ketters, YEHEY! is a 
powerful word, an expression communicated and 
understood by each and every Filipino, here and around 
the wor 

Puting YEHEY! into  webíte iso easy fest, bur 
1s the millions of wins who Iso for anything en the 
Philippines, YEHEY.com has been a veritable haven 
servi the widest audience, having the lest database 
f Philippine hased Information, breeding he largest 
"online community of move ban 35,000 members and 
‘eating reasons foreach ui tobe lagged ono YEHEY! 
very 

“To understand wat the YEHEY com website i all 
About, wy thinking of it a a network. A cable network: 
for inamiee caries multiple channels cach catering ioa. 
Afferent audience The combinton of channels ihe. 
news, cmtertainment, lifestyle, cartoons, general 
information, sence. music and the fike. all make the 
erwurkatractvet the end user YEHEY com operates 
‘he sane way: has different channels that cater to each 
inique market segment addressing the information and 
‘sommunieation needs sems s broad audience af 7 10 
Tear olds 

A cable network does not produce is own shows and 
it does not writ no vet he films or documentaries 
that n anrs To gather ihe widest array of information 
able nermorks ve different content proles Ius pot 
‘unusual for à cable network to have several news 
providers under different channels, various cartoon series 
"under one channel and even several sporis stations for 
coverage of each and every sport. YEHEY.COM operates 
‘he same way, gathering the best content providers in each 
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www.yehey.com 


Netd of ruere ond propt Pat imo a pamelor channe 
The YEHEY! News channe for example, has sx national 
‘newspapers on board an fowr ieersticsa twv 
provides. Thats equal to fve times he information, 
‘compared o what poo wouid get fom watching thea 
o clock news en cabe TV Oherwie, you woul have 1o 
vat or chanachsimacesushy to math be volume 
f news yn would find at YEHEY! news. 

YEHEY com doesnot write the ries you see on 
the VEHEY! Women channel. The articles and sound 
peces of advice tha! Frigo women aprecie can be 
found os the YEHEY! Woman channel, which ia a 
combination of female network, fegetrntent, and 
Müppincenddinggide cum. In effec, the YEHEY 
Woman user peu to consult with not juat one soarce of 


‘information, but a poo of the best 
ondbeghestin the mdustry, brought 
under ane oof aly by YEHEY com, 
Many Filipinos see YEHEY com as 
the best online source of Philippine 
based information Being ranked by 
Consult Philippines as be number 
fone search engine for two 
consecutive years simply conim 
this, VEHEY com is a power porta) 
With the widest array of channels and 
The best search engine in the 
Philippines 

"To undentand how a search engine works, think of 
a as a quasidibranan wth bore prowess. Everyday. 
YEHEY com rend ot thousands of web crawlers who 
do he job ot “erating” be web for Information on the 
Philippines or information made by Filipinos, for 
Pipinas. 

Athe end of e day, these crawlers bring the dy 
‘atch back for submission 10 human editors who then 
pore duong the data and see news articles get to be 
‘laced on the VEHEY.som site and which ones yet sant 
ck othe work wide web. 

“hiss ju one way where sites pet 1o be featured on 
YEHEY cor A second way is vaste wobmiions hee. 
mons can submit thei own wit to be stored in 
YEHEY com, just by clicking the site submisin lnk 
on the YEHEY com site and following the simple 
instruction there. 

At present, YEHEY com has aver 25,000 sios in it 
database, that number growing by 850 new ones every 
quarter. With over 500 categories to choose from, 
YEHEY oon easily hests a regular school library hat 
carcs roughly 2.000 pisces of Philippine information 
by 1 times 


ACHIEVEMENTS: 

‘rom us bumble beginnings as a college garage 
espermestio 1996 YEHEN cam as apii and ead 
grown ito » powerhouse pri with a stable busines 
model operating on lucrative ground, uncommon for 
many websites that have succumbed io the dot-com crash. 

VEHEV con has reinvented itself from being a more 
seach engine back in 1996 to a portal hat offs diferent 
‘channels to cater tc individual market segments, e- 
commerce facilis where users cam pay their bas bills 
ice cl phones, phone, water and electricity online. 
community features free e-mail, chat, forums and 
cesses alt he while maintaining th excellent search 


engine función tha VEHEY! began with. YEHEV zo 
has pioneered many milestones in the local temet 
industry The year 2001 saw YEHEY comas he fist and 
nly sebank member of Banche, the largest ATM 
vomsortin in the Philippines through the seamless 
technology of YEHEY's E-vallt and Bills Payment 
Vill also saw e sam ofthe Adee Sees a bi- 
monthly conference given by VEHEYCOM and some 
ofthe industry most knowledgeable speakers cn topics 
fat affect business operations, the latet trends, 
Aechniquer and opportunities io muliémedi coment and 
delivery 

‘The growth of the company has been phenomena. 
Interne of customer gatronage, the average uer today 
ars through 4-6 of YEHEY pages thar ap for times 
ftom 1996 where the average was 12. dn 1990. chib 
YEHEY! members umume vo a mere 10000. Jody. 
ere are 500 members from at over the wer 


HISTORY 
sure wih five college fends and a bight 
ea tt parked dream, 

YEHEV com was created to be the website that 
‘tered othe information and communication needs of 
Filipinos online by providing the widest selection of 
Philip based topes and inert Starting weh yu 
ree compotes and around boues for chavs, e. 
‘company his evolved into» seasoned player in the 
industry ennt e testi word ass tehoology an 

Ted, foue yen fer YEHEY com Fist appeased 
in the local eret cene, i kè proud to be the only 
finally self-sufficient dot com in the county 

The tases success of EHEV com has ought the 
oye of many local and inremationa inven, the fiet 
being CATCHA com, the leading Southeast Asian 
specific olin network 

‘And most recently, the i-vantage Group, an 
investment management firm with holdings in 
Inesnational Exchange Bank, Tagaytay Highlands, Bell 
Corporation, Jupiter Systems, Nenos Tachchgis and 
WSCC, the country's largest producer oT petit. 


PRODUCTS AND SERVICES 

YEHEY com offer end-to-end erret baies 
solitons. fram web design and coring. development 
Bong and mainceance to domam repsratun As è 
gh fic website, YEHEY! mains an extensive 
olive marketing portfolio. servicing the top 700. 
corporation iine with be aerem ani proces 
needs. VEHEY.com works hard to deliver creative 
campaia by puting egeta targeted hana offing, 
"riditioral banner advertising. exclusive community 
tres and high ac elit arcas ito a profile 
marketing ix that gets the cists message ares tthe 
evan market 

The products of YEHEY com are ite top-quality 
channe! ofonngs. Finamee With acolo of remaccs 
vo be Philippine financia) makes, YEHEY! Finance 
Pres you duy atime information on he eck market 
metal fund vabuaions, Ihe latest io iasuranoe ond 
banking produce and relevant news on baucas and 
investment movements Vis the only website wit tot 
provides live, real tme reaming sock cker on the 
Phihppice ce market Aside fom benz an salate 
tool to finance gura tha chame to caters to neophytes 
‘this Finance 101 festene. A mat ace se for the se 

News Your compeebenine nevs provider on le 
and iuerranona! events that mater to every Filipino 
‘Whater ty about today’ hase, utines, esty 
ceteraunment environmen, information teeheoingy. 
faece, Philippine regioni wes, sporte. fonny pags 
Opinions, tabloids YEME! News presents. ial for 
he up o dite reader, m an resting, comprehensne 
uod rac fmt 

e Cards: This is an easy o use electronic cadre 
given ata ee feature wall YEHEY mers i showcases 
the colt Piney han nd carton artsy, wth cue 
fer every oceanon Besides th anal birthday. Valentines 
and Clvisnas cars, YEHEY! e Carós can abo boast 
(Be popular a! highly sought afier “ERAP” e Cad 

Lifestyle Tis channe! defines ie relevant sed 
comtemporary Weste of the Filipina. hof a wide 
array ot opica oo ectring epi he, navel, food 
with special focus on te Filipino worm, mon and 
family The Mesye channe! i s venable kaven for 
pmo curs curtis 

Entertainment Tin u your compete guide to the 
Philippine entertainment cene YEHEY Entertainment 
fled wih iva or mac. moves amin. tdevion. 
celebrities and special cull events the alien. I 
bonsts of a visually appeating ste for the artist im 
everyone, with he it seaman ao ay 

Chub YEHEY! : For ilps tthe year 2001, Ciub 
YEHEY? is where you ecd o be. Menbenbip it easy 
a be benefis that come wth u me ees. Image 
inviten to the bonest parties, monthly give-aways, 
exclusive access to YEHEY" chat and frum a dynamo 
‘ewer ad a free esi acount wing YEHEY 
extensive ermal ters I des chub where people 
congregate and voice out their YEHEY! esch and 
everyday 


RECENT DEVELOPMENTS 

YEHEY com hes expanded iti word class services 
Jo keep up with the everchnging technology drven 
service economy. N has developed e seamless e 
commerce facility hst enables the online uset 1 pay a 
habilis using de amomuced tele magic (ATM) cad, 


medit cand or chest. The up and coming YEHEY! Mali 
offers traditional brick amd mortar companies the 
opportunistic rnt space to reach a wider matt for 
* more eficient trading of goods a 
YEHEYesm abo ns complete the" in be TR LS 
promotional combination. T standing fx televin, R 
dor radio, 1 for Inernet and P for Print Through i 
continuous buie deelomen efforts, YEHEY com 
‘becoming mere and more the preferred pane of 
op companies s he Yo soin 10 al th online. 
eb 


BRAND VALUES 

Come to think of it, YEHEY! bur gone through 
several progressive moves in the past few months, Aside 
fm revamping ns loge w reflect a new cool, hip and 
young image, YEHEY! bas a imroduced the bate of 
cy "Mk a yehey! d 

Team YEHEY! works around the clock 1o keep the 
excitement of the min full owing fer llt loyal ner. 
M caters toa wendy atone tht nee informan and 
ommuniction delivered in a siyle o lively and [nt 
paced, the communeation stoet betwean the ite and is 
ers is basie and esent, Online atin bas to be 
enhilrsm; voie 
do pat YEHEY" o heir daily ves 

The slogan "f a yebey! dy" captures the veri 
passion that revolves around YEHEY com and i e 
ving forse that keeps the team on i toes Delivering 
YEHEY! alin the job the tear: does best and for 
both the company and the fiM! uns, everyday 
‘becomes a day o YEHEY! 


THINGS YOU DIDN'T KNOW ABOUT 


YEHEY.COM 


= YEHEY! was able to arrange a dream date for one 
its users by persuading a temale user to give one 
‘of their male users another chance. YEHEY! paid 
dor the whole date, wine, dine, flowers, Imo and 
ai 


* Yehoy receives an average of 12 milion page views 
‘monthly. If YEHEY.com were a library and it 
‘categorized its information into books at 100 pages. 
‘per book, 12 milion page views would be like 4,000 
books of information viewed by users everyday! 
That's tke reading 277 pages of inlormalion per 
minute by users around the world? 
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